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abst advertising in Woman’s 
H« me Companion has to be rated as 
news, even though the fact that 
there are plenty of female beer 
drinkers isn’t. 
v v v 
Are you a parasite?” Asheville 
as the residents, denizens or in- 
mates of Washington. And, strange 
to say, it expects at least a few of 
them to say yes. 
v v v 
Mabel Flanley urges advertisers 
to forget the “old rule of appealing 


to the average 12-year-old intelli- 
gence.” 

Particularly if you have a hunch 
that dad is reading the funnies over 
Junior’s shoulder. 


v 7 
The music industry won't be able 
to use the customary amount of 
critical materials, and some concert 
artists you know won't care if 
critical materials are out for the 
duration. 
v v v 


Just when radio advertisers were 
beginning to get interested in the 
variations between CAB and Hooper 

itings, they both come out with 
Fibber McGee and Molly holding 
undisputed first place. 

v 


- | 


Tommy Henrich, who’s been chas- 
ing flies up in the Bronx and now 
is awaiting a call for service, points 
out that in any event he expects to 
continue wearing the uniform of 
the Yankees. 

v 


i 


Telex Products Company offers a 
card for the hard of hearing, to be 
displayed so air raid wardens will 
“rap extra hard.” There’s no rea- 


son why they should miss any of 
the excitement. 
v v v 

Gaby Little has just started a 
new advertising agency in Los An- 
geles, and all of his friends are 
hoping his clients will order him to 
gab a lot. 


v _ @& 


“Time hangs over us,” says Jim 


Knowlson, “like a darned old tur- 
key buzzard ready to pick our 
bones.” 


\nd if you’ve ever seen a turkey 


buzzard wheeling over the ap- 
pointed spot, you know just what 
he means. 
v v v 
‘ew Horizons for Pabco Lin- 
oleim During War Year.” Head- | 
line in the National Newspaper of 
Ad) ertising. 
t how far off is a linoleum 
nA nm, anyway” 
v v wv 
ency presentations are going to 
be ewer and smaller, it may be 
lently predicted, now that ac- 
Ol executives are riding bikes to | 
ma! calls on clients and prospects. 
,vy, 
T ose glowing, bubbling neon 
SI in the Wrigley spectacular 


re wimming off for the duration, 


representing for many Broadway 
dm-ers the big ones that got 
Wa 
v v v 
Br wers predict that the tire 
Nori .ge will cause a big boom in 
me entertainment. “Sweet Ade- 
he" nay be just around the corner. 
Copy Cus. 

Se. 7 a 3 


OFFERS KNIT KIT 


'c be ven Away 


Aa sevtey ST, ve 7% 


PATRIOTS CONTI! 


2 ak nail 


In this full page in The American Weekly 
Swift & Co. announced a contest for its 
Sunbrite cleanser featuring a $10,000 
payoff in defense bonds and stamps and 
a new four-piece knitting set premium. 
One cent for each entry in the contest, 
and one cent from each premium pay- 
ment, will be devoted to a Service recre- 
ation fund. Needham, Louis & Broby 
directs the account. (Story on Page 27.) 


Morrell Ready 
with Dehydrated 
Dog Food Product 


Plans Big Promotion 
of Substitute Item; 
Becker Show Continues 


Chicago, Feb. 27.—The first defi- 
nite move in what is expected to 
develop into a parade will be made 
in the dog food field Sunday when 
Bob Becker will utilize the commer- 
cial portion of his Red Heart show 
to announce that John Morrell & 
Co., Red Heart maker, eagerly 
complying with the government ban 
on the use of tin for dog food, and 
ceasing to manufacture the fa- 
miliar canned Red Heart dog food. 

Instead of leaving his hearers to 
wonder about what to feed the dog, 
however, Mr. Becker will assure 
them that there no cause for 
alarm, and that very shortly Morrell 
will introduce a dehydrated version 
of the canned product, which is said} 
to be identical in content to the 
existing product, except that all the 
moisture has been removed and the 
dehydrated 


IS 


is 


1S 


remaining portion is 
slightly richer in nutritional value 
| Until the dehydrated product 
appears, Mr. Becker will suggest, 
existing supplies of canned Red 
Heart can be stretched out by fol- 
lowing the Morrell feeding plan 

|combined Red Heart canned and 


| Red Heart dry food in the diet 


To Increase Emphasis 
Significantly enough, the program 
on which Mr. Becker will make the 


announcement about the dehydrated 
(Continued on Page 28) 
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‘AdTax Proposals = Treasury Clarifies Its 


3 . Due for Airing 
10,000 | al 


| Morgenthau will call for 


House Hearing 


Details of Treasury 
Revenue Suggestions 
Kept Secret 


KEEP 'EM DRIVING 


SUPPOSING WE ALL LAID UP OUR CARS 
FOR THE DURATION OF THE WAR 


Washington, D. C., Feb. 26.—A “ 
partial and undesired answer to ~ n> 
advertising’s quest for a war role 


is expected to be supplied on Capitol 
Hill next week when the House 
Ways and Means committee opens 
hearings on a new tax bill designed 
to uncover $7,000,000,000 in new 
revenue to help finance the war. 
Although details of Treasury De- 


partment recommendations are be- UNITED STATES RUBBER COMPANY 
ing guarded closely until Secretary eaten : 
Henry Morgenthau, Jr., testifies 
March 3 as the initial witness at United States Rubber Co., in this large- 
committee hearings, it is consid-| *P@¢¢ advertisement in newspapers last 
ered a virtual certainty that some —_ aa NS) Ger GENE Se 
; . imit traveling and save precious tires 
form of advertising taxes will be) put ¢o keep them running for the dura- 
proposed. Whether such proposals tion of the war. "Don't think of it as a 
will take the form of suggestions ‘pleasure car," copy advises. "It's a 
originating with the Treasury, or war car now.” 


within the committee itself, 


remains 
uncertain, 


It believed 
that the bill 


is 


likely, 
offered by 


however, 


Cotfon Industry 
Plans National 


Secretary 
some new 
policies on deductions now permitted 
advertisers in calculating income 
tax payments. One suggestion that 


may deveivp somewhere along the : 4 

line is that no deductions be per- rive in ummer 
mitted companies engaged 100 per 

cent in war production, who adver- " ° " 
tise to keep brand names alive de- Good Housekeeping, 
rag —rgd to supply any goods "Woman's Home Com- 
or civilian use, 


panion" to Get Ads 


Law Is Favored 


The Treasury could institute such Memphis, Tenn., Feb. 26.—The 
a policy by a mere ruling, without cotton industry will launch its first 
a direct mandate from Congress, | consumer advertising campaign in 
but in view of the opposition which | national magazines this summer, 
such a change is sure to arouse it officials announced this week. with 
is felt that statutory action would two full-page insertions tying in 
be a better approach. The effect with the government's current ma- 
of such a change, whether achieved terials conservation program. 
by ruling or law, would doubtless First advertisement of the new 
be to curtail advertising. industry drive, being prepared for 

Advertising may be dealt with in'the National Cotton Council of 
the new tax bill in another way.) America by Alley & Richards Com- 
Additional excess profits levies, per- pany, Boston, and Rogers & Smith 
haps applying only to war con- Advertising, Dallas, will appear in 

(Continued on Page 25) (Continued on Page 27) 


Last Minute News Flashes 
Woolworth to Test N. _Y Subway Car Cards 


New 


York, Feb. 27.—F. Woolworth Company will inaugurate its 
first continuous pPecscar ely oo in the New York market next week 
with a test run of subway car cards Scheduled to break March 7, the 
campaign will consist of a half-run in the BMT and IRT division, using 
both color and black and white. Cards will be changed each week, with 
copy featuring merchandise sold in Woolworth store Lynn Baker 
Company is the agency 
Affiliation to Hold One-Day Convention 

Buffalo, Feb. 27.—The International Affiliation of Sales and Adver- 
tising Clubs has dropped previously announced plans for holding its 
annual convention in Windsor, Ont., due to war complications, and in- 
stead will hold a one-day conference Saturday, May 16, at the General 
Brock Hotel, Niagara Falls, Ont. 


Auto-Lite Spark Plug Drive Goes in for Humor 

Detroit, Feb. 27.—Electric Auto-Lite Company will continue promo- 
tion of Auto-Lite spark plugs throughout 1942 in magazines, farm papers, 
and outdoor advertising, centering promotion on humorous 
the hill billy family created by cartoonist Paul Webb. Initial color copy 
will appear in March. Collier's, Esquire, Liberty, Look, Popular Mechan- 
Popular Science, The Saturday Evening Post, Time and 18 farm 
papers will carry the campaign. Ruthrauff & Ryan is the agency. 


drawings of 


ics, 


Stop Hoarding, Scott Paper Campaign Urges 
New York, Feb. 27.—Scott Paper Company is releasing an anti-hoard- 
ing campaign to business papers in all dealer fields in which it is inter- 


ested, urging merchants and their customers to refrain from over-buying 
in order to maintain adequate supplies for all. J. Walter Thompson 
Company is the agency 

4 sity, & 


Stand on Advertising Costs 


Internal Revenue Men 
Answer Questions Put 
by "Advertising Age’ 


By 


Washington, 
ductions for 
tures in 1941 


A. P. MILLS 
D. C., Feb. 
advertising 

income tax 


24.—De- 
expendi- 
returns 


| will be permitted in the same way 


they have been 
high Bureau of 
officials assured 
this week. 
Acting Commissioner 
Cann and Ralph Reed, 
sistant Deputy Commissioner — in 
charge of the Income Tax Unit, 
stated the Bureau's position to Ap- 
VERTISING AGE in a joint interview. 
Specific rumors which they de- 
nied were those claiming that de- 
ductions for institutional advertis- 
ing would not permitted, that 
deductions for expenditures with 
funds obtained from government 
war contracts have been banned, 
and that the Bureau intends to pay 
particular attention to the subject 
of advertising in scrutinizing re- 
turns due March 15. What will hap- 
pen in the future, of course, depends 
on the outcome of 
of new revenue 
get underway 


in pre-war years, 
Internal Revenue 
ADVERTISING AGE 


Norman D. 
Acting As- 


be 


House discussion 
bill, which will 
next week. 


a 


Advertising Is “Necessary” 


Commissioner Cann emphasized 
that the Bureau is an administra- 
tive adjunct of the Treasury De- 


partment which merely enforces tax 
laws and policies laid 
Congress and the Treasury. 
the law nor Treasury 
been changed with respect 
ductions for necessary 
penses, he said. 
doubted if any 
changes in the 
made retroactive. 

Mr. Reed pointed out that the law 
does not mention advertising 
such, merely making all 
business expenses” deductible. The 
Treasury and the Bureau have 
always classed advertising expendi- 
tures as “necessary” and therefore 
deductible. 


down by 
Neither 
policy has 
to 
business 
He added that 

possible 
future 


de- 
eX- 

he 
policy 
would be 


as 


“necessary 


One type of advertising that 
which aims at a long-range objec- 
tive, but which does not necessarily 


include all institutional 

has been and 
classed 
Such 
on 


promotion 
will continue to be 
‘capital expenditure.” 
outlays cannot be deducted 
any year’s return, but Mr. 
Reed commented “we've never had 
any trouble in deciding’’ what ad- 
vertising expenditures represented 
capital outlays and “don’t expect 
any this year.” 

Mr. Reed cited a hypothetical ex- 
ample. Company A 
expansion program, 
which involves 
for special 
each year for 
expected that 


as 


one 


decides on an 
one phase of 
spending $500,000 
advertising program 
three years. It is not 

the $1,500,000 ex- 
pended for advertising will re- 
flected entirely in income the 
three - year period, but will be 
spread over a longer period. In 
such cases, an agreement is reached 
between the advertiser and the 
Bureau as to what proportion shall 
be deducted in any one year, and 
what proportion is not deductible at 
all 


a 


be 


of 


Some Borderline Cases 


Both Commissioner Cann and 
Mr. Reed foresaw the _ possibility 
that some border-line decisions may 
have to be made in the case of com- 
panies engaged 100 per cent in war 
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production during 1941, which con- 
tinue advertising to keep brand 
names alive despite the fact they 
have nothing to sell to the public. 
The problem will be to decide 
whether all, part or none of such 
expenditures should be regarded as 
capital outlays. 

Both officials recognize that firms 
forced to drop normal production 
to accept war contracts should not 


be barred from claiming deduc- 
tions for advertising. Mr. Reed 
pointed out that such companies 


stand to lose ground in the way of 
brand acceptance irrespective of ad- 
vertising efforts to “keep the name 
before the public.” They both de- 
clared that no categorical answer 
can be given in such cases, but that 
each must be considered separately 
and judged on its merits. 

Take, for example, the case of 
two aircraft companies. One was a 
“war baby,” newly organized. The| 


other has been in the business for | 
a number of years, and advertised 
nationally before its entire output 
was required for war purposes. The 
former expects to convert to peace- 
time production after the war, and 
the latter to revert to selling its 
pre-war market. The Bureau would 
not allow deductions for advertising 
in the case of the “war baby,” since | 
whatever brand acceptance had 
been created was at the expense of | 


| have 


ADVERTISING AGE 


ee 


the government. The other com- 
pany, if it could show that adver- 
tising costs were not out of line 
with those of pre-war years, would 
be permitted the usual deductions. 
Excess Spending No Problem 
Neither Commissioner Cann nor 
Mr. Reed showed any concern over 
the possibility that corporations 
might have increased advertising 
budgets for the express purpose of 
evading excess profit taxes. They 
said they do not expect to find much 
of that, and anticipate no problem. 
They were asked what the atti- 
tude of the Bureau would be in the 
case of a company which had spent 
$1,000,000 for advertising each year 
for four years, but sought to deduct 
a $1,500,000 budget in the return for 
1941. They said that naturally 
such a discrepancy would call for 
close scrutiny—just as it would 
in past years. If the com- 


was good reason for the 50 per cent 
increase, all or part might be 
allowed. 


Appoints H. M. Appel 


Herman M. Appel, formerly sales | 


and advertising manager for the old 
Allen-A Company, Kenosha, 


the Wisconsin rationing administra- 
tion, with headquarters in Mil- 
waukee. 


Ease Tin Ban on 
Packaging of Ham, 
Coffee and Beer 


Washington, D. C., Feb. 26.—The 
blackout of canned beer, coffee and 
ham has been postponed _ three 
months by a War Production Board 
amendment to the recent tin con- 
servation order. Under the revised 
rule, can manufacturers will be 
given until May 31 to deliver cans 
for packing these three products, if 


the packages were completely man- | 


ufactured by the time the order was 
issued Feb. 11. 

The amendment also permits 
manufa¢turers to assemble cans 
whose component parts were com- 
pletely cut or lithographed by Feb. 
11. At the same time, WPB froze 


in canner’s hands stocks of beer, 


| pany in question could prove there | 


has | 
| been named executive secretary of | 


coffee and ham to be packed pur- 
suant to the amendment. These 
stocks can be sold only by direction 
of WPB, and presumably will go for 
war purposes. Can manufacturers 
are required to report to WPB by 


March 7 the number of beer and | 
coffee cans which can be made from | 
completed stock on hand, and with- | 


in 30 days of packing canners must 
report the number and size of all 
cans packed under the amended 
ruling. 
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truth! 


WICHITA, KANSAS 15 BOOMING + WICHITA, KANSAS IS BOOMING + 


SCHEHERAZADE 
“Oops, My Dear!” 


; Yes, the Arabian Night’s babe who restrained her bloodthirsty husband by telling tall tales 
in the olden days, would gulp and swallow at the story Defense-rich Wichita tells today ... 


millions of dollars of prospective sales 


Tag jeer 


TA, KANSAS 15 BOOMING 


WOULD SAY... 


And although the old gal would blush, every impressive cipher and comma in the almost 
fantastic Wichita story is absolutely true. As a matter of fact, we can’t print even half the 
It is impossible to broadcast actual figures of Wichita aviation employees for 1941 
and 1942. It is even more impossible to whisper about the incredible bomber order recentls 
sent Wichita way. The ciphers on that amazing figure stretch from here to way off yonder! 


But it’s not a military secret that Wealthy Wichita has added 2,993,000 square feet of 
additional manufacturing space (68 acres) to its airplane plants within the last year. 
don’t have to whisper that retail business is up a sensational 25% plus. : 
loudest of all about the fact that KFH is the dominant major network station covering these 
... the only full time CBS station in Kansas . 
the crowded KFH commercial schedule proves there is no other station in Kansas with a 
greater advertiser acceptance! 


We 


And we can shout 


. and 


You can still get AFH at the same rate that made you big money way back in 1940 
before the shootin’ started! 


Again, that schedule is crowded. .. . Better phone or wire Petry or us 


1 —=.\ | 
INGMAN \ |. 8 


agnn, 


= z 4 = | ~ 
MANHATTAN KANSAS CITY. 
aTOPERA ‘fon 


\r | INDEPENDENCE’S [* 


am 


PITTSBURG 


, 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 
and Previous Survey Measurements S000 Watts Day and Night 


October 1941 


collect! 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


WICHITA. 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


| 
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NEWLY PACKAGED PRODUCTS ON WAY, HEINZ SAYS 


| 


| + anoe our (overnmen! @ retanung ut 
| PD naginning March int 


Se met means or a time ater present werehonee works 
ere exheusted some of the famous Hews “ST Varveuee 


more of the “ST 


will net bee + acleble w ther femler ne: cateemers How 
ever, tacks are large enough so that your “ST” fevornes 
wll probably be or mom growers shelves tor severe! 
ard ater the! we heave every cont 


What about the future? 


| manthe 9: east 

demee they |) sini: be there but nem!) packaged 
However if there should he a perad when «lew are nese 
a. don! blame your grocer! And dow! blame your 


Coerament! 


Pin tall revpumetslity on Healer Hirohsto end Bensto- 


and be glad thai less tm for ms means more beiiets amd The House of Hens steatte: 


shells (or Amarteds gums! 


Puen) cal) our modern coment we) of emporing 
some of the things me like 0 eat 


For metence mom of the temoue “$7” Verwenes of Hews 
quater) tuode are mt elected There «ll be mo scaresty 
of the Heina Baby Poods thar are helping the busy 


mothers g¢ (her children the whuleewne eulrioows of alh-evwemng ite wer” 


Masters Of The Famous 57 |} arveties 


@) 


Blame Hitler, 


Hirohito, and Benito! 
... Don't Blame Your Grocer! 


Jetees Peamw Bumer Apple Bumer oll 


are ready © 
erring the fines! table wn the sorkd 


Progress due to research helps us face # ih conbdence 
Our Research Laborstunes heave ox 
worl noe they Reve ceice Hl 
meant they had during World War I. And becsuse we 
have been working constant!) on the development of 
new packages aru products and eew methots uke 
crise dary not bend ae unprepared! 
+ edhe ree to its extabiiabed 
prineipie of maintaimng and endessoring eo uuprove. 
Une hugh quality of ote procucte 


Now or years trom now when you eee the Mens key 


stone labe! you can be eure (hat @ 


we knee you wil) conperste wih 
Your grocer and eth your Gon ernment in the baggest ju 


H. J. HEINZ COMPANY 


| 
| 


Tin rationing may 
cause tempo, ary 
shortages on oro. 
cers’ shelves of the 
famed "57" Heinz 
varieties, but n 
packaged foods wil! 
soon fill the gap. the 
the Pittsburgh com. 
pany promises in thi; 
copy, carried as} 
week in newspay ers 
of all important U.S. 
marketing cente:s. 


help you keep right on 


wly 


Expect Temporary Expand Budget 
Shortages, Heinz 
Tells Consumers 


|hard fact 


Pittsburgh, Feb. 25.— The cold, 
that the United States 
is at war was brought home to 
the American people in a vital 
sector today—their own meal plan- 
ning—by a large-size advertisement 


_placed by H. J. Heinz Company in 
|at least one newspaper of every im- | 


| portant market center in the coun- | wide list of newspapers for a num- 


| try. 


| York, 


One or more newspapers in New 
Chicago and Washington 


carried the one-time copy, 


ucts. It reminds consumers force- 
fully that many of the familiar 
foods formerly packed in tin con- 


| tainers will be unavailable or scarce 


| 


in the near future, but assures them 
that newly - packaged goods — in- 
cluding the famous Heinz “57” 
varieties—will blossom out 
shelves. 

Stocks are large enough so that 
the “57” favorites probably will be 


/available at most grocers for sev- 


| release 


| 


for New Opitz 
Ad Campaign 


New York, Feb. 25.— Following 
one of its most successful 
years, John Opitz, Inc., maker of the 
J-O line of insecticides, has an- 
nounced plans for a_ greatly-ex- 
panded advertising campaign dur- 
ing 1942. 

Consistent small-space copy in ; 


Saies 


ber of years is credited with stead- 


| ily increasing the sale of J-O prod- 


pub- | 
lished in behalf of the thousands of | this ar. al —r 
. | : ear, é th h tl *] 
grocers who distribute Heinz prod- | Ss FORs, SimeNE SEE SES ot 


| 
| 


| 
} 


| 


/eral months at least after tin ration- | 


ing starts March 1, copy states, “and | 
after that we have every confidence | 


they'll still be there —but newly 
packaged. However, if there should 


be a period when a few are missing, | 


don’t blame your grocer! And don’t 
blame your government.” 

Because Heinz has been working 
constantly on the development of 
new packages, new products and 
new methods, in its research lab- 
oratories, the ad continues, “this 
crisis does not find us unprepared.” 

Plans for further advertising 
along this line are uncertain, 
the company currently is featuring 
its ready-to-serve soups in news- 
papers, magazines and outdoor ad- 
vertising (ADVERTISING AGE, Feb. 9) 
with the promotion scheduled to 
continue through March. 


Salesmen, Newspapers 


Eligible for Autos 


New automobile rationing regula- 
tions issued by Price Administrator 
Leon Henderson make possible the 
of new cars to traveling 
salesmen handling essential supplies 
and to persons carrying newspapers 


for wholesale delivery. The eligible | 


list in general parallels that for new 

and retreaded tires. 
Each local board 

eligible buyers, and 


will examine 
ration cars 


available according to greatest need. | 
In all cases, the local board must 


be satisfied that the applicant’s pres- 


ent car is no longer adequate. Reg- | 
and 


ulations take affect March 2, 
applications may be made after that 
date. 


Joins “Le Petit Journal” 


Edward Rowe, formerly with Ca- 


nadian Street Car Advertising Com- | 
pany, Ltd., Montreal, has joined the | 


advertising staff of Le Petit Journal, 
Montreal. 


but | 


] 


| 


| 
| 


ucts. Newspapers will again carry 
the largest proportion of the budget 


media also will be used. Thirty 
newspapers will be used in the Ney 
York area. 

W. I. Tracy, Inc., directs mer- 
chandising and advertising for the 
company. 


on the Form Recording Company 


Three veterans of KMOX have 
formed Disco Recording Company 
with offices in the Arcade bldg., St 
Louis. President of the new com- 
pany is Harry V. Cheshire, for the 
past seven years on KMOX pro- 
grams. Bob Reichenbach, formerly 
KMOX station promotion director, 
is general manager of Disco, and 
Gordon Sherman, chief KMOX re- 
cording engineer, is vice-president 
and chief engineer of the new com- 
pany. 


NEW HAYEN 
is TAse/ 


The longest wharf in the wor W# 
built in New Haven 50 year 2° 
Here, sailing ships from all ov the 
world were loaded with manuf» ‘ured 
goods from New Haven factorie ‘°* 
with the extensive development | \¢* 
Haven’s water front freight te. »in4!s 
ships will unload cargos direct | ¢* 
Haven’s great railroad freight (mina! 


—the second largest in Ameri 


Che New Gaven Reg tet 
FIRST in Connecticut in Cir :latio® 
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ORE NEW ADVERTISERS...more ent as the greatest force in any drive 
renewals on the larger scale... on this superb market! 

aggregating more gross revenue than + + * + 

the corresponding months of 1941— 


AND OF PARTICULAR NOTE... these gains 
despite the fact that 1941 was Faw- were not bolstered by higher rates or a long 
period of rate protection. In fact, FAWCETT 
WOMEN’S GROUP rates have not been raised 
since March, 1937. Yet the estimated circula- 
larger, richer, more responsive than tion of the February, 1942, issue—3,312,285 
ever before in the history of our —is 611,264 greater than February, 1941... 
and higher by nearly 400,000 than that of 
the next largest Group— which Group has a 
WOMEN’S GROUP stands transcend- higher rate than FAWCETT WOMEN’S GROUP. 


| FAWCETT WOMEN’S GROUP 


: TLUE CONFESSIONS + ROMANTIC STORY + MOTION PICTURE + MOVIE STORY + HOLLYWOOD 


; FAWCETT PUBLICATIONS - INC 


NEW YORK ° CHICAGO ° LOS ANGELES ° HOLLYWOOD ° SAN FRANCISCO 


cett’s biggest year...these advertis- 
ing dollars are aimed at a circulation 


American economy...and FAWCETT 
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Agencies Forego 
Proofs on Plates 
in Wartime Move 


New York, Feb. 26. 
steps toward wartime 
tion of paper and ink have been 
taken by the media departments of 
Henri, Hurst & McDonald, Chicago, 
and N. W. Ayer & Son with the an- 
nouncement that henceforth pub- 
lishers need not submit proofs when 
the agencies have supplied complete 
plates or electros. 

Magazines and newspapers were 
informed by Henri, Hurst & Mc- 
Donald to “please accept this let- 
ter as your authority, insofar as 


Concrete 
conserva- 


| this agency is concerned, to discon- Oil Can Ban Eased 


tinue the practice of submitting 
proofs of ads for O. K. where we 
have supplied complete plates or 
original and electros of type mat- 
ter.” 

The agency will continue to re- 
quest proofs, however, in all cases 
where changes are made in type 
matter after receipt of 
wherever the question of color 
separation or approval must be set- 
tled, or when the publisher is au- 
thorized to set the ad. 


Set Cotton Week 


Cotton - Textile Institute, New 
York and the National Cotton Coun- 
cil, Memphis, Tenn., have set Na- 
tional Cotton Week for May 15-23. 


plates, | 


Lithographed motor oil cans 
which were completely manufac- 
tured on or before Feb. 11 may be 
sold and delivered to canners until 
April 30, the War Production Board 
has ruled. These finished cans are 
generally adapted only for packag- 
ing oil, and hence WPB suspended 
restrictions imposed in its earlier tin 
conservation order. Under the new 
ruling, canners may also use com- 
pleted cans in their possession on 
Feb. 11. 


KBON Joins Mutual 


Station KBON, Omaha, which 
went on the air for the first time 
March 1, has joined the Mutual 
Broadcasting System. The station 
is operating with 250-watt full-time 
power. 


Buick Schedules 


Company-Dealer 
Ad Campaign 


Detroit, Feb. 25.—Buick Motor 
Division and its dealers returned to 
the advertising columns of news- 
papers this week with a new cam- 
paign featuring tailor-made “spring 
conditioning” for cars. 

Dealer-cooperative copy ranging 
from 30 up to 60 inches will be 
employed. This week’s release will 
be followed by two more advertise- 
ments next month and another in- 
sertion in April. In all, 1,600 news- 
papers throughout the nation are on 
the list. 


Authorized factory-trained me- 


FARM JOURNAL 
IS AMERICA’S 


In 2.600.000 farm and rural homes. Farm Journal 


is much more than a magazine. 


It’s a trusted busi- 


ness counselor... and family friend. Because its 


stimulating pages help farmers make a better liv- 


ing-—and make that living better- 


Farm Journal 


has been accorded overwhelming leadership in cir- 


culation—a half million more than the next largest 


rural magazine. 


Its intensity of readership is 


proved unmistakably in advertisers’ keyed results. 


Today's farmer. in the front line of our war effort, 


finds Farm Journal's usefulness tremendously mul- 


tiplied. To those who would sell merchandise . 


or mold public opinion... Farm Journal offers 


the quickest. most effective. most economical road 


to the rich rural market 


and politically the most 


important segment of America. 


FARM JOURNAL 


AND FARMER’S WIFE 


MASTER KEY TO THE RURAL MARKET 


OVER 2,600,000 ....OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE 


—— 


STARTS DRIVE 
Spring Conditioning that’s 
TAILORED TO YOUR CAR! 


Come @ Mow toro FREE impectoe by Avthorwed Factory Tromed 
Meochamics that Will Show Exactly what Attenton YOUR Car Neo 


a! 


[eaves rene spring con- Your whole car lasts longer 
ditioning wan't do this year, when it is conditioned as 6 umu — 
mister! eapecially when tramed Busck 
You've got something more im- 7 
qanamt die dat Ganon Se we write your spring condi- 
changing oil and grcase - you've “Ming ticket to ft your car's 
got a whele car that willhaveto S#ed*~ not to make up # ready- 
sce you through the duration, ™*de “package” according to 
and you can't afford to overlook *¥*T*#* requirements, 

any part of it. ‘The cost is no higher than for « 


. . comparably good job anywhere 
That's why Buick spring service cise. It's actually lower in the 
is tailored to your own partic- long run, because it pays to have 
ular car 2 job done right. 
We change oil and grease in the Drop in for a PREF check-up by 
regular way, of course—we our authorized factory-traincd 
check batteries, cooling systems, mechanics and let us detail the 
wheel alignment and other service your car should have 
routine matters. this spring. 
4 


Better Buy Buick SERVICE 
PS WP ee q 


Buick Motor Division launched a ne 

“spring conditioning’ campaign for ca 

last week with this dealer-cooperatiy 

copy in newspapers throughout the U. 

Plans call for follow-up advertisemen 

during March and April. Arthur Kudn: 
is the agency. 


'chanies will show auto owners e.- 
'actly what attention each indivi i- 


ual car needs, copy advises, wi'h 
the warning that “lick - and - a - 
promise spring conditioning wort 
do this year, mister!” Buick spring 
service is “tailored to your own 
particular car,” it adds, and the 
check-ups are free. Buick calls it 
the C. Y. C. (Conserve Your Ca») 
plan. 
Arthur Kudner is the agency 


CADILLAC STARTS DRIVE 

Detroit, Feb. 26.—Cadillac Motor 
Car Division started using direct 
mail this week to announce a new 
car service program, known as the 
Cadillac Mileage Extension Plan, to 
145,000 Cadillac and LaSalle own- 
ers. Other mailings will follow 
through on regular schedule. Three 
mailings already have been ap- 
proved and additional ones are be- 
ing prepared by the agency, Mc- 
Manus, John & Adams. 

Under the plan, dealers will offer 
12 months’ service at a specific price 
The service comprises seven differ- 
ent items, including periodical in- 
spections, tire criss-crossing, battery 
check-up and filling, etc. Major re- 
pairs are not included, the purpose 
being to keep the car in good run- 
ning order and to catch trouble be- 
fore it occurs. 

Cadillac has planned a complete 
institutional advertising campaign 
which is scheduled to start this 
spring. 


Magazines Test Price 


Increase at Newsstands 
Liberty is testing the public reac- 
tion to a 10-cent newsstand price 
this week in several cities through- 
out the country. Cosmopolitan and 
Good Housekeeping, meanwhile, «re 
trying out a boost from 25 to 30 
cents in various U. S. markets. 


Se  ———— Se 


. i —$—$—$—$—$—$————————————————————————— 
+ — - - — ——— 
oe <4 
ane a 
ee & 
ue Ss ie. 454. 
/~ an ee 
ae ae CAN OMENS TEE ET hee emching rm, GOOD SRAREE BEAM EAFETY MUS Beaten sngte 
oy Lo Commie eset imsuous ob tpn terctcen = Oe a 
Sue ites ey Ry 25 | oer a ee edaeetiocaiine 1. ccewenertly terceed ee Cum tw 
eh eee bs the rand only fame Atlas x math a wom, Mat ve amt renin, bet Drvtch mee wien! mame Bot tates 
ee) oi os <a tage Siew ae omen py wy Tannin 
eee eco pr 
oo 
 - wa 
- ‘igi ? 
ary, os Wey, é 
5 We a 
of Ba ) 
4 2 d 
Pe eee 2 sc UU _ cc TU 
PaMbviius H 
34 ea 
i ee. 
x. bog 
is te | 
ee oe 
ce _. a -— a "2 | “ia | 
es iG iene a a “os ” Sill’ ao oe a - ee | an 
tiee . ef * es = a ee ee 
2% . a Bo) eR tot ie gi i 
a ae oa : * Pa ae aa Te nee ae aes 
ie el . oe eee - 4 oh eee Z ee i: 
4 ee ie - ¥ P “ —— By % at ang ae va ee eee : 
ie Be 33 ; i eee 1 soe... 
A () il ” 3 
a 4 ba e () - ' . 4 
beet Bay | St oe le |e 
ey eke ae ei eam: 
"ae call eS) ; 4 i. a 
SL 8 eh ‘ea “wee (Py ae ae a 
i: ie zi 4 ees ae, a a 
Be oe i : a ies ae W = oy es = a 
a ee ae 4 £ ae —— 
Be a ” re ‘~ . tS : - i ae 
’ " ee ee _ i SS =a Se ee” 4 a 
ee : Bi ee ie e.:- ; ea aS 
. i i eo 7 ae te 
ie i oe : Ta — ite: ve a! eae 
ihe a es 2b aS a Po a 
ek sl ii Se is eee Tae, (ies oe aes 
a kpc ‘7 © ea hie eae ; 
ae: ae if : i : Bae ee 
<r ¥ : ck eee. - we —s i ia i : je is 
oe. ae ee nF c or) ee ee. is Oe 
ee — ee aS e b+ gs ae ee ee 
ae er" 4 wy ee ae ‘ ; a a 3 ,. 2 —" <n — ( 
af on ba P ig ae sc 9 : ; bs a 2° Jel oe poe re sti une ee 
si SS ‘ cme (ede = ; ce 6 i 
i, aan ee B24 eee = ee Se. ae 
a oe 
oo ee ee | 
ie 3 NER a eee ee 
i vous rie) Ht no 
=: yn PS wort * SS, 
ay: a P ‘ . 
a egy ok NR SI se 
ee te eT sae eee 
a het: a e “J ov gor ov 00° im . not 
nw ee a QR w Wy t qo e* cS 
: is tc) 
me , P + att s a ra) | 
Shae PCr oat or tor qo cot | 
aa gtd ie 
ey OVO, PF gt s ove wv" 09%, Jet 
( ~~ 7 et Fgult®! gtd ge ecenss Maver h avers, 
= : a Horr ce com wUrnet® 4 WV Me Od. en 
7 P wy <o8? A ov = tot ss an nor ) oun yoygone" 
pas = a 4o o e b 
go ki oor ort aptlc “geld Net Sneog™ pare in Fate MCs ee 
re = es ‘ WHO 58 net peOS ott M- e Fe" 
aN pki. ove ~ ? e° av ou \ \ ‘ 
ne es ae 'OVr as e y Pt. a se 
ae ae a gto er" Ay} me’ vs prom ‘ple ror SC 
: ° ‘ ‘ 4s . ooo 
5 . < w © ke e ————S 
on? We ot me gu" eal? sec’ = ~ 
: ne Wo {o ed s my —>2 
; aise » sO od O pss" — : = 
yo" Un s v9 = = 
panne y's “nso” so © pw? 8 : 
: qn" © yo go"? 
rs of ~e = 
Lae. ) ees | 
ie Sry yow o eo 
q »yom 
bap Bog Ne 
Wt ae ; 
cS f es cre 
be a F : Oe. 
Mags, Ei e . 
due — wes 
ya - ese { 
oe, Je / : { 
2 = W 
4 3 . | BO | 
ld 5 eee 4 | 
i - : 
zi | Se | 
gh 
aA “4 
€ ais 
“ j + ind ak ae > i Py ce s , + 4 : . i Rea t QQ 2 ea i ) ee : P eee. > a eos : = 2 4 . : ti wey ey eeu Ke ; ie ee * : ; : Par 
| es Ss o 5 ie i ' ieee as i Re Ee TPE Di ake ibe BAG” ey os Dee 
. re * - wk ee nae 3 i = sh i b ni Sate, I : Si wh d ae oe re re “wees ae 


sg tw 


heibdchetiin iasiatiek 


Merch 2, 1942 ADVERTISING AGE 


sh iti aia atta 


POPULATION RETAIL SALES 
(190 U. 8. Census) (1939 U. S. Census of Distribution) 
(000 omitted) 

1. New York, N. Y........7.454,995 1. New York, N. ¥ $3,192,594 
2. Chicago, I) ee 2. Chicago, Il 1.514.829 
3. Philadelphia, Pa. . 1,931,334 3. Los Angeles, Cal . 782,842 
4. Detroit, Mich 1,623,462 4. Philadelphia, Pa 766,622 
5. Los Angeles, Cal. ....1,504,277 5. Detroit, Mich. . 665,565 
6. Cleveland, Ohio . 878,336 6. Boston, Mass a 487,744 
7. Baltimore, Md. . $59,100 7. Cle and, Ohi 420,426 
8. St. Louis, Mo. ~. . $16,048 & Washington, D. ¢ 402.768 
9. Boston, Mass. ... 770,816 9. San Francisco, ¢ 383.554 
10. Pittsburgh, Pa. .- 671,659 10. Baltimore, Md 380.103 
11. , n, 63,091 11 St. Louis, Mo 353.860 
12. 631,536 12. Pitts? h, Pa 337,312 
13. 587,472 13 Milv ee, W oas.244 
iu. 575,901 4 Minn olis, Minn 269,391 
15. 494,537 15. Buf N 250,311 
16. 492,370 16 Nev N. J 249,372 
17 455,610 17. Cin ati, Ohio 230,446 
18 429.760 18. Ka City, Mo 224, 98% 
19 199,178 19. Se Wash 208,537 
2u. 972 20. He n, Te 192,965 
21. 1,514 21. Indianapolis, Ind 188,553 
22 2 Pr nd, Or 183.551 
2 1.975 Oakland, Cal 180, 865 
a ‘ 2.412 ‘ I Cok 177.963 
05, 7 Dal Tex 172, % 
2% imbu si Al Ga 172.279 
27 thot oO sot Rock er, N. ¥ 169,967 
28 anita, ¢ 28S St. Paul, Min 167.691 
9 land, ¢ 2.16 Col or 159.16 
30 J ey ¢ y J 1,173 Ne r 1 15 ‘ 
31. Dall Tex 1,734 ae T 125. 486 
32 Memph T 4 T Ohio l ¢ 
33. St. Paul, Minn ! ler KR. I 1 1 
3x4 Toledo, Ohi« Low Ne, Ky 13 
5. Birmingham, Ala : Hartford, Conr 
6. San Antonio, Te A Ohio 1 
$7 Pre nee, R. 1 7. & nd, Va +7) 
8 Akron, Ohio ‘ ba Ohio 1 
39 ymaha, Neb i ® Sy e. X. ¥ Tr, 
4 tayion, Ohi 4 o , Nel 1 ‘ 
il racuse, N. Y ‘1. 3 Fla 103,21 
42 klat cit ( i 42 A n Tes 1 
13 nb Cal 143. I Al 1 
" ree r, M it N. J ' 
45 he Va 4 I ‘al 
16 a 17 46 re 
47 ! no ‘ 
is 4 
49 ‘ 
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ith Bend, Ind 
PHOUNLX. ARIZONA 
Charlotte, N. C 


OENIX, Arizona--America’s 143rd 
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city in population! Phoenix-hub of 


Arizona’s only metropolitan district, 


S&S. 


| one of 140 in the United States. Yet Phoenix, Aalanan, Gamal 
< | 86th in retail sales among the foremost cities of the forty-eight 
: ig, ve ne it ie 3 states! What a record! Still the march of progress continues. 
: Ser ne 5 : Gains pyramid on top of gains from year to year. For defense 
| 
| 


orders originating elsewhere spark Arizona’s basic industries to 


as - capacity and draw heavily on her natural resources. Wool, hides, 
a foe a metals, timber, diversified agricultural crops such as staple cot- 
ety ra ce i ton, grains, dairy products, and vegetables return rich profits. 


Phoenix, and other Arizona winter playgrounds, still remains the 
favorite retreat for top-flight business executives and industrialists. 
As an important U.S. Army Air Training center Phoenix is host 


city to a highly-paid military personnel. 


All this spendable wealth is reflected in retail activity. So 


whether your problem is increasing sales, or entrenching good 


Fe ee Bad ad ah ad ad aE II MAM HRAAA ARAM Y 


cei in — Ht oe will, you have two tested mediums available for your Arizona 
Cn : ae job! Get the complete comparative story of this “gold nugget of 
eae any ag it Shei ame western markets.”’ 


>4eern 


vee 


HALL Natrona! Advertrung Manager « Representatives Wilhamm Lowrence & Crevmer Co 
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School Principals 
Initiate Study of 
Consumer Education 


National Better 
Business Bureau Will 
Assist New Venture 


New York, Feb. 25.—The National 
Association of Secondary - School 
Principals, a department of the Na- 
tional Education Association, is to 
undertake a study of methods and 
materials in consumer economics 
education, it was announced in San 
Francisco yesterday by Dr. Francis 
L. Bacon, chairman of the associa- | 
tion’s planning committee, in re- 
porting on _ various’ educational 
studies at the association’s annual 
meeting. 

In order to make the new study | 
as comprehensive as possible and| 
to cover effectively and economi- 
cally the vast mass of material 
issued by business, the association | 
has asked the cooperation of the | 
National Better Business Bureau. 
The Bureau was selected because of | 


its long practical experience in pro- 
tective consumer education. 

It is expected that the study will 
extend over a period of three years 


| and that the Bureau will contribute 


to its financial support. The educa- 
tional association is to appoint a 
committee to begin work on the 
program and to canvass the various 
possible procedures. The Bureau 
will serve the NAS-SP in any 
way it may be called upon, includ- 
ing the gathering of existing mate- 
rial and the search for such infor- 


mation as may not be readily 
available about consumer goods, 
their production, distribution and 


use. As the plan develops, the Bu- 
reau expects to appoint a council | 
from among its members which will | 


be available for consultation and | 


information. 

Two of the possible phases of the 
study to be considered by the edu- 
cators are analysis of syllabi for 


|/consumer economics education and 


the evaluation of business literature 
with respect to suitability for school 
purposes. 


Sweeney Joins Blue 


Kevin Sweeney has resigned from | 


the Columbia Pacific Network sales 


promotion department in Hollywood | 


to head the promotion department 
of the Western division of the Blue 
Network. 


| Madison 


' Albany. 


Reblanes felinn 
Inter-American Group 


Irwin Robinson, 
for the past three 


managing editor 
of ADVERTISING 
AGE, has taken a 
leave of absence 
to join the Office 
of Inter - Ameri- 
can Affairs. 

He will handle 
public relations 
for the Radio 
Division, which 
is headed by Don 
Francisco, with 
offices at 444 
avenue, New York. 


“New York Sun” Appoints 


Irwin Robinson 


Williams, Lawrence & Cresmer 
'Company has been appointed to 
represent the New York Sun in 


Detroit and the Western 
effective April 1, when 
will discontinue its Chi- 
H. K. Clark, 


Chicago, 
territory, 
the Sun 
cago office. 


and a half years} 


| 


| 
| 


in charge | 


of that office, will join the Williams 


organization. 


GBC Names Jones 


G. C. Jones, Jr., formerly 
named 
the 
operator 


| Atlanta, has been 
sales manager of 
Broadcasting System, 
stations 


Electrical 


Timely and 


phase of the electrical 


to aid the 
plant electrician and e 


designed 


installations, new 


In addition, a new 
tion—Installation and 


new devices 


Each issue will contair 
able 


other handicaps. 


business volume ji 


electrical 


equipment 


and equipment, 


South Announ 
Valuable Ex 


Broadened. Editorial Service 


Electrical South’s 1942 editorial program will 


feature 
industry's activities. 


contractor making industrial 
ngineer. 


and methods, and 


department is now appearing 
Maintenance,” 


questions and 


nance hints, and similar subjects. 


1 articles discussing the 


n the face of decreasing 


greater emphasis on the 
Recognising that requirements of defense 
tries must take precedence over all others, the editors will present a series of feature 


under the 


answers on industrial electrical problems, 


steps necessary 


veneral construction, 


eat 8 Very 


tra Service 


industrial 

indus 
articles 
the industrial 


installations, and 


This material will cover a wide range of topics including actual 


application and maintenance data. 


heading “Industrial Electrifica- 


which will present monthly items on unusual applications, 


mainte 


The smaller contractor who depends on general work for a livelihood will not be neglected. 


for these men to assure reason- 


shortages of materials, and 


-_ Dairymen Refuse 


advertising department of WGST, | 
national | 
Georgia | 
of | 
in Atlanta, Columbus and | 


on Status of Oleo 


PEPSI-COLA COMPANY, BOTTLERS ISSUE APPEALS _ 


an aly Se 
“Suganation: 


WERE GLAD TO HELP 


CONSERVE THE NATIONS 
FOOD SUPPLY! 


V2 


Pe OF ST. LOUIS 


The food energy and morale value of Pepsi-Cola are emphasized in the ad at the 

left, placed for the company by Newell-Emmett Co. last week in New York and 

Washington newspapers. Insertions in other cities were placed by the local 

bottling companies. At right, St. Louis bottlers tell of the limitations imposed 

by sugar rationing, and promise to supply as much of the drink as is possible, 
with each dealer receiving his proportionate share. 


the deceptive practices which mac: 


it necessary many years ago 
enact a regulatory law governi! 


sale of this product,” Mr. 
said. 

Rep. Andresen has introduced a 
| counter proposal to the Fulmer bill, 
and this will serve as the rallyi 
point for anti-oleo Congressmen. 
The Andresen bill would counter- 
mand the oleo standards recently 
established by the Food and Dru 
Administration, and would regulate 


Holm: 


fo Cease Firing 


‘Emergency’ Defense 


Group Girds Loins 


oleo advertising and forbid inter- 
for Newest Battle state shipment of oleo containing 
milk or other dairy products, or 


Washington, D. C., Feb. 24.—As-| Colored like butter. 


surance that the butter-oleo battle | 


will not be adjourned for the dura-| Retail Sales Can 


tion of the war was given today 

upon formation of the Emergency | Be Upped, Sikes 

Dairy Defense Committee, repre- 

senting the National enemy ed Tells N., \ - Admen ¢ 
Milk Producers’ Federation, the — 5 
United Dairy Committee and the) Schenectady, N. Y., Feb. 25.—Re- 


Sig ; tail sales need not decline because 
National Dairy Union. g 
sii sh .., |of the war, and can even be in- 
Formed after conferring with|~— gt anne eae 
members of the Congressional dair creased if “advertisers will appeal 
’ ° ar Cary) to the public in the same 


way as 
bloc headed by Rep. August H. : : : : 
en 2 I gust |news editors and think in terms of 
Andresen of Minnesota, the com-| . i 1 
ities euubeness Chastes @. tied what interests readers,’ Allen B 
~~ = “aces aries . Ol- | a: = 
man. eresetary of the trode =~ ,| Sikes, Eastern Advertising Bureau 
» Secretary oO ‘oO rs | . 
rou »; Ral sh Ammon hai cna a ae ee 
~ Sinland even C Poon _ q| Paper Publishers’ Association, told 
> } > © ~Yy Oo ee: ¢ | * 
Donald ~ og Washinet " oe | New York and New England adver- 
ons " as ) ‘epre- "er : > 
y magrors = Fepee tising executives this week at a 


sentative of the union. Mr. Ammon 
is a resident of Madison, Wis., while 
the others have Washington head- 
quarters. 

Mr. Holman sounded the battle 
cry in a statement expressing re- 
luctance at the necessity of dairy 
interests continuing the 50-year old | 
legislative struggle in the face of 
war conditions. 

“However,” he said, “since the 
oleomargarine interests insist upon 
taking advantage of the great gains 
which they have made of late years 
in government circles wherein there 
are persons on the payrolls in sev- 
eral federal departments who are 
aggressively advocating the use of 
oleomargarine in preference to but- 
ter, we shall enter this fight united 
and we are prepared to carry it 
through to a finish.” 


two-day meeting sponsored by the 
Advertising Managers’ Bureau of 
New York State Dailies. 

Harry F. Twomey, Boston ret 
sales consultant, told the group that 
substitute materials and products 
can be developed to take the place 
of goods rapidly disappearing fror 
retailers’ shelves, “if traditional 
American initiative and ingenuity 
are given full play.” 

J. Arthur Viger, advertising man 
ager, Troy Record Newspapers, \ 
elected president of the AMB. Per- ti 
kins M. Hart, Schenectady Union- 
Star, was named vice-president and 
Russell C. Harris, Buffalo Court 
Express, was returned to offic 
secretary - treasurer. Arthur C 
| Saunders, Mount Vernon Argus 
| tiring president, Milton R. M 
Batavia News, and E. M. Waterbury. 


is 


T- 


‘ Broadened. Circulation 


So that the advertisers in ELECTRICAL S )U'TH will reap the fullest benefits from this 
additional editorial service, we the 
engineers, electricians and executives will receive the magazine 
lar intervals during the year. 


have 


broadened our coverage to include South's largest in 


dustrial plants, whose 


at regu- 


Electrical South alone offers you the opportunity of reaching your best electrical 
wholesale, industrial and retail outlets throughout the entire South—from Delaware 
through Texas — the nation’s fastest growing electrical and industrial market! 


\ @® “The South's Own and Only Electrical Business Journal” 


Pi ELECTRICAL SOUTH 


GRANT BUILDING, ATLANTA. GEORGIA 


COTTON © SOUTHERN POWER and INDUSTRY +¢ SOUTHERN AUTOMOTIVE JOURNAL * SOUTHERN HARDWARE 


Legislation Causes Fight |Oswego Paladium - Times, were r 
: . .| chosen for the Publishers’ Ady , 
Immediate cause for formation of | A : 
Council. 
the committee is a bill now before ee t 
Congress, introduced by Rep. Hamp- | 
ton P. Fulmer of South Carolina, | UAW Asks | for we 
chairman of the House agriculture | Two Atlanta locals of the United ] 
committee. The proposal would re-| Automobile Workers, CIO) uno! 
move the license control tax now | @Sked in a two-column adver''s¢- 


levied against retail sellers of oleo. |ment in the Feb. 23 Atlanta Const 


ad aie ‘ é tution for the right to work «nd 

The real object be hind the eT “help defeat the Axis.” Atlanta a 
motion of the Fulmer bill is to get) ang Chevrolet plants have been dle 
rid of federal regulation over retail| since the auto production stop ode! 
sales and thus permit a renewal of! Feb. 6. 


“Ask y 
Agency 
to ask the 

COLONELY!?’ 


ur 


WKZO 


C.B.S. 5000 WATTS 
. KALAMAZOO — GRAND RAPIDS 


_ FREE G PETERS, INC. 


Exclusive National Reoresentalllie 
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BUSINESS AS \(J)\j-USUAL 


> No merciless misanthrope is this trader in 


tires and tubes. Today he is a symbol .. . 
spotlighting the inevitable changes that are 
taking place in our everyday modes of living 
and doing business. 

Buyers of advertising space also have to 
face inevitable changes in market and media 
merits. And under today’s changed condi- 
tions, NEWSWEEK emerges as America’s 


Number 1 war-time buy. 


pP . S e341 prominent national advertisers appeared 
in Newsweek during 1941 


Consider the facts: NEWSWEEK offers a 
concentrated audience of more than a half- 
million families, with a stable, upper-income 
standard of living and buying — plus reader- 
interest magnified many times by war 
circumstances. 

An audience, too, with the intelligence to 
appreciate the efforts of advertisers engaged 


in all-out war production. 


Evidence of NEWSWEEK’s key importance 


and 157 were new. 


in today’s America was summed up recently 
by Claude R. Wickard, Secretary of Agricul- 
ture, who wrote: “‘In promoting a_ better 
understanding of national policy, NEWSWEEK 
is making a worthwhile contribution to the 
war effort.”” No matter what kind of yard- 
stick you measure media by in a war-time 
America, you are certain to find NEWSWEEK 
earning recognition as 


ADVERTISING’S No. 1 WAR-TIME BUY 
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‘Stodgy’ Tag Puts 
Business Press 
in Fighting Mood 


Fortune’ Reference 
Leads to "'lron 
Age" Editorial 


New York, Feb. 26.— Business 
paper editors and publishers are up 
in arms because what they regard 
as a disparaging reference to their 
type of medium appearing in the 
current issue of Fortune, in which 
the American Locomotive Company 
is described and its policies an- 
alyzed. Some vigorous retorts have 
been published in leading industrial 
publications, in which an answer 
has been made to the implications 
of the Fortune story. 

The sentences in the article to 
which special exception was taken 
by industrial publications were as 
follows: 

“Public relations have been 
streamlined and advertising has 
been lifted out of the stodgy trade- 
journal rut and keyed to the level 


of the general periodical. The com- 
pany is trying to accommodate itself 
functionally to the future.” 


Does Public Relations Job 


The comments were based on the 
fact that the American Locomotive 
Company, long one of the most im- 
portant industrial advertisers in the 
country, has recently published a 
series of four-color pages in gen- 
eral magazines, as its contribution 
to a better understanding of the 
railway industry and of the impor- 
tant part which these transporta- 
tion companies are playing in the 
war effort. Like many other indus- 
trial advertisers, the company 
extending its advertising plans to 
include public relations work, but 
has specifically denied any plans to 
curtail advertising in the indus- 
trial press, directed to those im- 
mediately concerned with the use of 
its products. 

The Associated Business Papers, 
Inc., took cognizance of what it re- 
garded as an attack on the business 
press by issuing a special confi- 
dential report to the members. At 
the same time publications like The 
Iron Age editorialized on the sub- 
ject, defending the job being done 
by industrial and trade publications 
and denying that they or their ad- 
vertisers can be regarded 
“stodgy.” 


is 


as 


AGENCY HEADS 


Raymond Spector (left), is chairman of | 
the board and Stanley A. Brown presi- 
dent of the new agency, Brown & Spec- 
tor, formed March | by merger of 
Brown and Thomas and Raymond Spector | 
Company. Headquarters are at 10 | 
Rockefeller Plaza, New York. 


John H. Van Deventer, president 
and editor of The Iron Age, wrote 
an editorial under the heading, ‘‘The 
Cook and the Glamor Girl,” in 
which he took Fortune to task for 
its slighting references to the indus- 
trial press. 


Does the Cooking 


“This is not what you might call | 


an Iron Age editorial,” wrote Mr. 
Van Deventer. “It is written in be- 
half of the industrial, technical and 
business papers of America, some- 


° 
Moulder Sh 
N° more passing off wasteful hits hard, gets results. It wastes 
production and sales prac- no time in thin, obscure areas 
tices with a shrug of the shoul- where a profitable volume of 
ders. Speed and economy are business is hard enough to get in 
essential in a nation geared for normal times. 
efficient wartime production. a _ 
THE selective advertising 
Many advertising and sales medium for selective marketing 
plans are adapting themselves to is the newspaper. You put your 
the pattern established by the advertising where you want it. 
limitations on production and You don't have to take it where 
distribution by concentration of you don’t want it. It is always 
effort where sales can be made _ adaptable to your sales plans. 
quickly, easily, most economi- 
ally. Advertising « sales ef- 
cally. Advertising and sales et SELECTIVE SELLING NEEDED HERE 
forts in ane territories are \ local coffee in a southern market 
being rapidly eliminated. obtained 46.0% of the total coffee 
volume in a period of © months 
A selective marketing and ad- [wo leading nationally distributed 
° . re as c } d og oO 4 y 
vertising plan rules out waste in . , Teareesstg Pe ey en 
‘. oO ye Husiness 
time and money. It moves fast, 
NEW YORK . . .World-Telegrom COLUMBUS ...... Citizen Siar DENVER. . . . Rocky Mt. News EVANSVILLE... ....| Press 
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times known, in the earlier days, as 
‘the trade press.’ 

“Most of the industrialists, mer- 
chants and other men who have 
made America what it is, have 
known and used these publications, 
either as readers or advertisers, 
during the entire course of the up- 
building of their businesses. We 
ourselves could not have remained 
in business as long as we have if 
this were not so. And many of us, 
like Railway Age, Electrical World, 
American Machinist, National Pro- 
visioner, Steel, Engineering News 
Record, Boot and Shoe Recorder 
and numerous others, have served 
our industries for half a century or 
more. 

“During all this time, we have 
cooked the meals on which our in- 
dustries have grown and prospered. 
We have spread our tables with in- 
formation and ideas, the healthful 
food which has made them strong. 
For their sake, and ours too, we 
have gone easy on the lady fingers 
and the pink ice cream. We have 
lived with our industries, worked 
with them, fought for them and 
protected them. 

“They have always known where 
we stood and for what we stood. 

“Well, fellow members of the so- 
called ‘trade press,’ perhaps we are 
old-fashioned. Perhaps we should 
have painted our toenails red, per- 
fumed our garments and persons, 
and have become glamor girls in- 
stead of cooks. For Fortune says 
we are stodgy.” 


Business Copy Continues 


Denying that technical informa- 
tion in industrial publications is dull 
to the men who need this type of 
editorial service, even though it 
might seem so to the layman, Mr. 
Van Deventer criticized treatment 
of industrial and technical subjects 
in the general press. He concluded, 
“IT wonder whether the glamor girls 
can do a better or as good a job 
‘seeing as how’ they so widely scat- 
ter their favors. Perhaps now that 
some of the big butter-and-egg men 
who have been acting glamor 
girl escorts have closed their 
pocketbooks and are no longer tak- 
ing the ladies out, it is necessary for 
the gals to look for new customers. 
But industry still has to eat its three 
square meals a day, and we never 
knew a glamor girl who could 
cook.” 

H. J. Downes, advertising man- 
ager of American Locomotive Com- 
pany, explained that the references 
to trade journals contained in the 
Fortune article were the expression 
of that magazine’s opinion only, and 
did not reflect the attitude of the 
company. It plans to continue its 
advertising without reduction or 
change in the business press, the 
public relations campaign in the 
general media serving an entirely 
different purpose. 


as 


Commerce Undertakes 
Container Survey 


At the request of the War Pro- 
duction Board, the Department of 


Commerce is undertaking a national | 


survey of the manufacture and use 
of containers. Inquiries will be sent 
to 3,000 manufacturers to obtain in- 
formation on packaging uses, raw 
materials, productive capacity, and 
products for which different types 
of containers are used. 

The survey will encompass metal, 
plastic, paper, shipping cartons, 
wooden barrels, steel drums, 
wooden boxes, collapsible tubes and 
other containers commonly used. 


Can’t Use 12-0z. Pack 

McCahan Sugar and Refining 
Company, Philadelphia, has stated 
that it is unable to pack sugar in 
12-ounce packages to conform with 
rationing requirements. Best way 
out of the dilemma, as the company 
sees it, is “to let retailers measure 
out quantities smaller than two 
pounds or persuade housewives to 
buy sugar less frequently and in 
larger quantities.” 


Prepares Contract Booklet 
Copper & Brass Research Associ- 
ation, New York, has prepared an 
illustrated booklet called “How 
Small Industries Can Go After War 
Work.” The booklet deals with the 
procuring of contracts or subcon- 
tracts through the Contract Distri- 
bution Branch of the War Produc- 
tion Board by small companies 


——— 


FOLLOW UP 


| Using the recipe advocated by Prix 

| administrator Leon Henderson in hb; 
| speech to the Chicago Better Busine ; 
| Bureau, Jewel Food Stores, Chicago, i: - 
| serted this 75-inch copy in the Chicac 
Tribune. All Jewel stores, the copy say 

will redeem sugar in good conditic 
with cash or defense stamps. Prices «+ 
which suger will be bought and re-so!4 
are listed for hoarders' convenience. 


‘All-Wool’ Labels 
On Way Out, WPB 
Hints in Order 


Washington, D. C., Feb. 25.—“All- 
wool” labels on civilian clothing 


g 
may disappear by the end of the 
year, the War Production Board 
hinted today in ordering drastic 
curtailment in the use of high- 
grade new wool for civilian pur- 
poses. At the same time, larger 
quantities of mohair and _ lower 


quality wool were made available 
for the second quarter of 1942. 

R. R. Guthrie, WPB textile chief, 
revealed coincident with issuance of 
the order that another edict will be 
announced soon which will require 
clothing manufacturers to blend 
substitute fibers such as cotton and 
rayon with new wool for civilian 
purposes. Mandatory blending 
awaits the collection of technical 
data, but such an order will not 
take effect before Sept. 15. 

The nation’s wool resources are 
strained for two reasons. In addi- 
tion to the direct military demands 
for uniforms and other purposes, 
war developments in the Far East 
affect our Australian wool supply 

Basic quarterly poundage of new 
wool permitted manufacturers will 
be the same for the second period 
as at present, amounting to 
half of that consumed during 
first half of 1941. 
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WILL YOURS BE A 
“WAR CASUALTY?” 


wiG-0-RING 


loose-leaf bind "€ 


Keeps important catalogs snwals 
ete. from ‘‘sudden death fue 
emergency price and materia! anges. 
Exclusive seissor-like action —_ 
O-Ring makes it easier to a 
4 remove pages... or jooks 
greater page strength. Bert ~¥ 
less bulk and weight. Used — 
ing companies all over th: = 
10 colors and bright nicke! a 


from 4” to 40°. Write today 
of licensee near you. 


SWING-O-RING. 
Div. of the Fred Goat ‘ 
318 Dean St., Brookly: 
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ODOM one 


Successful advertising does not 


originate here 


It does not originate on the typewriters and draw- 
ine boards of those who prepare advertisements. 


Nor with the groups in agencies who plan campaigns. 


For advertising cannot be successful unless it runs. 


And long before it runs -- or is planned or prepared 
-- there must be a business man with the vision to 
see what advertising can do for his business, and 
with the courage necessary to risk the money to 
accomplish it. 


In the past, this kind of vision and courage has con- 
tributed powerfully to the advancement of American 
industry and the American standard of living. 

TODAY it has great work to do for TOMORROW. 


YOUNG & RUBICAM, Inc. Advertising 


New York . Chicago . Detroit . San Francisco 
Hollywood . Montreal . Toronto 
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Admen Take Over 
Ft. Sheridan‘s 
Post Newspaper 


Ft. Sheridan, Ill., Feb. 25.—An 
unusual effort to help the armed 
forces has been organized by a 
group of Chicago advertising men 
who reside in Highland Park and 
other North Shore communities 
near this post. The group has taken 
over publication of the Fort Sheri- 
dan newspaper and will operate the 
weekly as a non-profit enterprise, 
with all surplus funds going to the 
entertainment fund at the fort. 


Chairman of the group is Kellogg | 


M. Patterson, Western manager of 
the Cincinnati Times-Star. Vice- 
chairmen are Robert F. 
Lord & Thomas, and George H. 
Hartman, agency head. The oper- 
ating committee consists of Earl E. 
Sproul, Western Newspaper Union, 
chairman; William B. Carr, Time, 
Inc., vice-chairman; Bernard E. 
Newman, Curtis Publishing Com- 


Walker, | 


pany; Arthur B. Olsen, Chicago 
Tribune; E. T. R. Murfey, Chicago 
Daily News; Frank W. McDonald, 
Time, Inc.; and John R. Rutherford, 
Fortune. 

Others connected with the enter- 
prise include William D. McDonald, 


| Aubrey, Aubrey, Moore & Wallace; 
| Paul E. Faust, Mitchell-Faust Com- 

pany; E. H. Morrissey, Fulton, 
| Horne, Morrissey; Ward Just, Wau- 


| kKegan News-Sun; A. E. Meyerhoff, 
| Peters, Hearst Newspapers; Walter 
_Chaffe, Ladies’ Home Journal; A. E. 
| Ensrud, J. Walter Thompson Com- 
|pany; G. R. Schaeffer, Marshall 
| Field & Co.; Hal C. Wright, Inter- 
national Harvester Company; and 
George Leithner, Young & Rubicam. 


Joins American Viscose 


Patricia M. Playter, formerly 
decorative consultant for Columbia 
Mills, New 
retail merchandising division of the 
American Viscose Corporation, New 
| York. 


Henri, Hurst & McDonald; James T. | 


Arthur Meyerhoff & Co.; William E. | 


York, has joined the 


‘Switch to Coal,’ 


Fuel Oil Users 
Told in New Copy 


New York, Feb. 26.—The serious- 
ness of the fuel oil shortage result- 
ing from U-boat attacks on tankers 
was quickly capitalized on this week 
by Jeddo-Highland Coal Company, 
| Jeddo, Pa., which used newspaper 
|insertions here urging householders 
|to investigate the possibility of con- 
verting oil furnaces to anthracite. 

“Some oil burning furnaces can- 
not be converted to anthracite,” the 
copy read. “If you are fortunate 
enough to be able to make this con- 
version we strongly urge you to 
consider doing so .. . for the supply 
of anthracite is ample.” The com- 
pany then suggested that house- 
holders see their local plumber or 
get in touch with an “authorized 
Jeddo-Highland or Hazle Brook 
dealer.” 

Although as yet there has been 
no request from the government 


for rationing of fuel oil, there has 
been considerable talk of convert- 
ing industrial users to coal. Last 
week Esso Marketers stressed the 
need for fuel oil conservation with | 
a special newspaper insertion in | 
areas along the Atlantic seaboard. | 
Copy announced that commercial | 
deliveries would be limited to 14) 
days’ supply, while no domestic de- 
liveries would be made until the 


| home supply was below one-fifth of 


tank capacity. 
R. Dale Kitzmiller, Philadelphia, 
is the Jeddo-Highland agency. 


Adds Shirley Schoenberg 


Shirley Schoenberg has joined the | 


| staff of Hillman-Shane-Breyer, Los 


Angeles. She was formerly as-| 
sociated with W. C. Jeffries Com- 
pany. 


Buys “Turkey Journal” 


Turkey World, Mount Morris, II1., 
has purchased American Turkey 
Journal, Grand Forks, N. D., and| 


— 


NEW APPEAL 


NOTICE 


TO ESSO FUEL OIL CUSTOMERS 
in the Atlantic Seaboard Area 


a a4 prem fy Ome eee the supply © low beceene 
en res - fee anager tase 


ee 


COLONIAL BEACON OIL COMPANY 
SYLVESTRE OIL COMPANY, INC. 


the two magazines were merged) | 


with the March issue. 


“What story 


has whiskers on it 


that’s never been told before?” 


We are referring, 


experience of a razor blade manufacturer, over 


KDKA. 


With one-minute announcements, they made a 


quiz-fashion, to the recent 


special offer on their famous whisker harvesters. 


“We hope per-inquiry-cost will average about 


1$ cents.”’ the advertiser contided. 


Well, not to take too much time rubbing the 
lather in, inquirie 


s cost them 5.7 cents apiece. 


That is, the announcements drew nearly three 


Presaging a cooperative drive by Easter; 
companies, this appeal in 1,200 anc 


| 780-line newspaper space by Esso Mar 


Which illustrates why keen advertisers choose 
KDKA. They know that KDKA breaks par 


as regularly as they mow the old whiskers. 


And it’s not done with mirrors. It’s done witha 


$6-county Primary. With a million and a quarter 


radio families in 500 towns. Four Pittsburghs! 


If this razor blade story has whiskers on it, it’s 


more good stories, 


get in touch with 


because we've told so many like it. For some 


Magazines and 


keters asks all possible conservation o/ 
oil, epecially in the home, to aid war 
production. Copy was carried in citie: 


from Maine to South Carolina. McCann 


Erickson is the agency. 


Newspapers Carry 


New Bali Copy 


New York, Feb. 25.—With cop) 
featuring a “war-time morale 
angle, Bali Brassiere Company this 
week launched its spring magazin 
drive in March issues. Newspape: 
insertions on a twice-monthly basis 
started last week in 15 cities 
throughout the nation. 

Color magazine insertions are 
scheduled for Glamour, Harper's 
Bazaar, and Screen Guide, whil« 
black and white ads will appear in 
Good Housekeeping, McCall’s, Th 
Saturday Evening Post and Wo- 
man’s Home Companion. Newspaper 
cities are New York, Philadelphia 
Chicago, St. Louis, Atlanta, Dallas 
Houston, New Orleans, Cincinnati 


Rochester, Indianapolis, Kansas 
City, Buffalo, Washington and 
Memphis. H 
Lester Harrison Associates is the 
agency. 4 
—————_ 4 
Robbins & Myers 
Uses “Helping” Theme 
Robbins & Myers, Springfield, O. [| 
has instituted a unique campaign j 
which is currently appearing in 
Business Week and Time, in which PF 


the company’s products do not ap- 


; | 
pear, except in a supplementary ; 
sense. 

For example, one __ illustration 


shows a machinist grinding crank 
pins for aviation engines in Stude- 
baker’s aviation plant, but in that 
plant, R & M hoists are used to 
speed production. In this fashion. 
the copy theme “R & M Helping” is 
adapted. Erwin, Wasey & Co., Chi- 
cago, directs the account. 


WE 


IN EVERY ISSUE | 


. j j N | : : : ; © Read the “inside story” of doz o* 
times the response they considered ar. I " Spo S: s. ie Modern Display Creations in the lates ‘**%* 
P ili *? SC Spot Sale ” ‘of DISPLAY PARADE. Sent free to pure *##" 

. | of point-of-sale display material. Packec ©v*' 
‘ to-cover with news and views of sales-: **!°9 


PITTSBURGH 
50,000 WATTS 


| point-of-sale merchandising displays 
Write for F-R-E-E Copy 


Modern Display Creatio--s 
éy UNION STEEL 


PRODUCTS COMPANY 
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fast magazine presses. From New York to Oregon, 


EFORE Isaac Newton became a ‘Sir’ 

and Master of the Mint, he was curious 
about trifles that other men passed by. He won- 
dered why a beam of white light passing through 
a three-sided glass prism should form itself into 
an elliptical band of color. To satisfy his curios- 
ity, he bored a pinhole in a shutter, analyzed the 
light with screens and prisms, and discovered the 
secret of the rainbow. Incidentally, he created 
the science of optics and made possible the mod- 
ern art of photo-engraving. A rainbow from 
a pinhole. Pinholes, literal and metaphorical, 
are still at the root of fine engraving. Meticulous 
attention to details that other men pass by is the 
secret of quality reproduction. We are organized, 
staffed, and equipped to produce one standard of 
engraving quality the best, at one standard price 
the same to all. This kind of quality stands up 


under the magnifying glass and the pounding rush of 


advertisers and agencies have learned to rely on 


us for engravings that are fine in every detail. 


COLLINS 
MILLER & 
HUTCHINGS 


Chicago Photoengravers 
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There's Still Plenty to Say 


One of the question marks which 
have been inserted in the advertis- 


| 


ing picture as a result of war condi- | 


tions has been, “What is the adver- 
tiser to say when he has less than 
a normal supply of his goods to 
offer to his customers?” It has been 
assumed that in many cases there 
could be no good and reasonable 
explanation which would be 
tirely satisfactory to the public. 

But actual experience has shown 


en- 


}ant news which rivals in reader in- 


tire user in the whole country. 
Advertising in normal times is 
largely news and information, but 
with a large content of persuasion. | 
Today the predominant character- 
istic of advertisements built around 
wartime conditions is news—and 
they are being accepted as import- 


terest the information flashed from 
all parts of the world battle front. 
The manufacturer who under to- 


that not only has the advertiser | qay’s conditions really has nothing 
facing war difficulties plenty to say, to say probably does not exist. The 


but that the public has full under-| only problem is how to say it in 


standing and appreciation of the 
conditions under which producers 
are operating, and therefore will 
receive messages of this kind with 
sympathy and good will. 

When the H. J. Heinz Company 
publishes in the daily newspapers 
a story of what a shortage of tin 
cans means in providing an ade- 
quate supply of the famous 57 varie- 
ties, this is news rating high reader 
interest. And not only does it ex- 
plain the reasons for the shortage, 
but adds a statement of 
for meeting the new situation in 
terms which are bound to increase 
respect for the research and pro- 
duction § facilities of this great 
American institution. 

And when the United States Rub- 
ber Company, realizing the difficul- 
ties faced by millions of consumers 
using its tires, addresses advertis- 
ing to them, urging continued use, 
with conservation, of present equip- 
ment, it writes a story which is sure 


its plans 


such a way as to improve civilian 
morale and make a helpful contri- 


| bution to the national objective of 


winning the war. 

Actually, the need for keeping the 
public informed is greater now than 
ever before. The people want to 
know not only what is happening 
to industry and to the goods and 


services which they can no longer 
buy in abundant quantities, but 
why. They want to know, and it 


is the clear duty of business and 
industry to let them know. Old 
customers deserve the help of 
manufacturers in getting the best 


|}and longest service possible out of 


to be read not merely with casual | 


interest, but almost like a personal 


message from the head of the com- |are acting upon it. 


the things they already have; those 
who are not yet customers have a 
right to know why they can't buy; 
and all must certainly be told of 
the new materials and new methods 
which are being made available to 
lessen the burden of the public. 


There is plenty to be said in 
advertising, and a real need for 
saying it. Many companies have 
already discovered this fact, and 


Others can be 


pany to each automobile owner and | counted upon to move quickly 


Should Trade Shows Continue? 


A couple of big industrial exposi-|may still be had, and the trade or 


been canceled 
the past few months on account of 
war conditions and the assumption 
that executives who normally would 
attend would be unable to do so be- 
cause of pressing production prob- 


tions have 


lems in their own plants. Most 
shows, however, will be continued, 
and trade and industry will thus 


have available facilities for obtain- 
ing maximum product information 
in the shortest possible time. 

With activities and 
contacts restricted due to the auto- 
mobile situation, and with 
short of men for sales 
work, it seems to us that the trade 
show 


salesmen’s 


many 
companies 


can serve an even more use- 
ful purpose now than ordinarily. 
The buyer needs to have all avail- 
able information regarding 
and old products 


new 


products which 


during | industrial show gives him a chance 


tc obtain an up-to-date picture of 
what his industry is doing He 
wants to keep as close to his sup- 
pliers as possible, and if he finds 
most of them exhibiting as usual, 
he can bring himself up to date on 
supply conditions in a hurry. 

Trade shows and conventions are 
usually hilarious occasions, and so 
there may not be the normal 
amount of entertainment under to- 
day’s conditions. But just as the 
business executive appreciates his 
business papers as a source of buy- 
ing information today more than 
normally, we are inclined to think 


that even without the trimmings, 
the trade show will perform a 
highly valuable service this year 


for both 
customers. 


manufacturers and their 


| 


ADVERTISING AGE 


GUARDING AGAINST A REAL LOSS 
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Chek-Chart Lubrication Bulletin 


Those are brand new tires on that truck!" 


| tions. 


| useful 


Ad-libbing 


Let's Keep Our Heads 
This department has a_ sincere 
admiration for the manner in which 


P. K. Wrigley operates his busi- 
nesses, and for his social-minded- 
ness. It does not question the sin- 


cerity of his motives in dismantling 


ithe famous Wrigley spectacular in 


Times Square because of war condi- 
But it does venture, however 
timidly, to take issue with the rea- 
soning behind this action. 

If the Wrigley spectacular were | 
not yet finished, and if critical and 
materials were now being! 
used to finish it; or if local condi- 
tions in New York made it practi- 
cally impossible to operate the sign, 
we would agree that cessation of 
work on the structure or its actual 
dismantling were called for. But 
these are not the facts; the display 
has been in operation for several 
years and, so far as we know or 
Mr. Wrigley has indicated, could 
continue in operation indefinitely 
without diverting any scarce mate- | 
rials from more important uses, and 
without causing any power shortage 
in the New York area. 

These things being true, we won- 
der if it might not have been better 
for Wrigley to keep its sign going | 
as long as possible, so that it might | 
continue to bring a fleeting smile to | 
hundreds of thousands of faces each 
night, and thus in some small meas- 
ure contribute to the maintenance 
of that indefinable but essential 
thing called morale. 

We do not mean to single out 
Wrigley, but we do mean to point 
out that in times like these busi- 
ness must tread a pretty thin path 
in its relations with the public. 
Certainly it must do nothing either 
directly or indirectly to hamper the 
all-out war effort; but by the same 
token it must not permit itself to be 
pushed into actions which are 
basically unsound and which do not 
actually make a worth-while con- 
tribution. There is a path some- 
where between “business as usual” 
and “no business” which each indi- 
vidual company must search out 
for itself, but none should veer 
sharply from one to the other ex- 
treme without the most careful con- 
sideration of all factors 


The Missing Displav 

Allis-Chalmers Mfg. Company 
had its usual booth at this year’s 
National Sand and Gravel Associa- 
tion exposition in Cincinnati, but in 
place of the usual exhibit of prod- 
ucts, the booth contained only a 
few photographs and a large sign, 
saying in part: 

“Why you don’t see equipment in 
this booth. The Allis-Chalmers 
equipment you would normally see 
in this booth is in the field . . . doing 
its job to speed production of vitally 
needed war materials. 

“We have waived displaying it in 
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The following documents ma» be 
secured without charge from  ¢ >m- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any nati na] 
/advertiser or advertising ag:ncy 
executive writing on his business 
letterhead. 


No. 1913. Iowa Plus What? 

| A composite daytime cove: age 
/map of the Cowles stations, W 
| KSO, KRNT and WNAX, based on 
| the fifth CBS listening area sur ey 
‘forms the center spread of his 
folder, issued by The Katz Agency 
|A tabulation covers populat on, 
/radio homes, number and value of 
farms and cash farm income for the 
|area. The plus comes in through 
local advantages of individual! zed 
programming from the five stuc os, 
dealer support and other aids. 
|No. 1932. You May Have As‘ed 
This Question Yourself. 

“How will it look in offset?” In 
this new portfolio, Laurel Process 
Company offers some examples of 
|its work to show the effectiveness 
| of its offset process for various types 
'and sizes of printing jobs in color 


{the interest of cooperating with our | and black and white. 


national war effort... by delivering | 


the goods to our customers when 
every day counts. . . Production in 
our shops of this urgently necessary 
machinery has more than doubled. 
But ... we have maintained our 
high standards of manufacture. 


We are continuing research and de-'| 


to speed 
we are making 


velopment of machinery 
your production ... 
deliveries.” 


Jottings 

The Junior Advertising Club of 
Los Angeles is doing its bit for home 
and country by distributing a four- 
page brochure packed with about 
250 slogans from the facile pen of 
Sloganeer J. 
New York. 
ing in California and has dashed 
off these gems as a contribution to 
the war effort. They’re available 
for use by anybody, with or without 
credit. .. 

An interesting sales manual 
which Henry Flarsheim & Staff pro- 
duced recently for Mason Shoe Mfg. 
Company of Chippewa Falls, Wis., 


is built entirely around the “How 


I Do It” reports of salesmen now 
selling the line... 

S. Wells Hetherington, adman- 
ager of Williamson Heater Com- 
pany, Cincinnati, read an_ item 
reporting that during Army maneu- 
vers in Louisiana the troops left 
behind at least 10,000,000 tin cans 

all of them buried. He wonders 


|whether it might not be a good idea 


to salvage these cans, in view of 


the shortage, rather than going to| 


the trouble of burying them. . . 
Broadstreet’s, men’s clothing 
chain, surprised newspaper readers 


| the other day with copy announcing 


men’s fashion is 
You guessed it 


that “our newest 
made of paper.” 


the new items are defense bonds 
and stamps. which Broadstreet’s 
says it would rather sell than a 


worsted suit or a silk tie or a tweed 
jacket. We hope they sell a few 
of the latter items just the same... 

In addition to its standard offer 
of “good merchandise—lousy serv- 
ice,” The Casino, a La Crosse, Wis., 
tavern, was discovered the other 
day playing up 19 regular 5c beers 
for $1, and admonishing readers to 
“follow the crowds to this gigantic 
dollar day special.” As this column 
has occasionally remarked, you 
don’t have to be screwy, but some- 
times it helps 

For instance, there’s the Chicago 
purveyor of cameras and sporting 
goods who thinks it’s just too ducky 
to headline a newspaper ad, “Its- 
kitime”, and then to go on with 
stuff like this: “We’regonnasell 
ourstockof extrafinequality hickory- 
skis thatyoucanstill usethissea- 
son...” And if you don’t remem- 
ber the store, why just recall that 
it’s “whereubotheradio.” 


Henry Smythe, Jr., of | 
Mr. Smythe is winter-| 


| No. 1872. Some Facts 
Los Angeles Market. 
Maynard Boyce, Inc., has issued 
this study of the Los Angeles miur- 
ket, which shows the area’s popu- 
lation distribution and purchasing 
habits. It brings out the point that 
| the central shopping district is the 


About the 


hub, despite decentralization of 
business, and shows, with facts 
from a transportation and _ traffic 


survey, where car and bus riders 
live, where, when, how long and 
how often they ride. 


No. 1903. Country Gentleman's 
1941 Book of Facts. 


This new book, issued by Country 
Gentleman, reviews the _ publica- 
_tion’s documentary film, “Seed,” 
showing facts in action, and con- 
tains a reference section showing 
where the farmer spends his money, 
how much he spends for advertised 
merchandise and his status as 4 
prospect for advertised brands. A 
circulation section of the book pro- 
vides the latest count of Country 
Gentleman circulation with other 
data from the 1940 census, arranged 
in alphabetical order by states and 
by counties. 


No. 1853. Cross Country Inventory. 
Since publication of its Cortland 
County, N. Y., study some time ago, 
Farm Journal and Farmer’s Wife 
has issued a number of other books 
containing material from the entiré 
country. These include a_ Cross 
Country Inventory — General Data 
Food Products; Automotive; Bab) 
Products; Household Goods; and 
Cosmetics-Drugs. The studies show 
farm family ownership and pur- 
chases in these classifications 


a 


No. 1898. Facts About Newsw:: 
Audience and Market. 


Newsweek has issued two se's 0! 
charts—one, dealing with marke! 
facts for business and industria 


advertisers—and the other, a stud) 
of Newsweek’s readers. The reade! 
analysis shows the number of read- 
ers and number of families, the! 
income, spending ability, | ( 
products, and purchasing ans 
The other set of charts sh‘ 
analysis of readership among Dus! 
ness men, industrial executi’ ant 
government officials. 


No. 1857. Wake Up the H: 
the Home. 
There is a 
Home Journal, toward the ‘etul 
to dining room living—ha: ng 
room where the family can <et © 


trend, says 


gether at meal time. This brochut 
announces the Journal’s plens { 
encouraging this trend throu <h ed 
torial emphasis on livable dininé 
room decorations, furnishin<s "4 


fixtures. 
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qi §. Advertising 
Urged in Commerce 
Dept. Publication 


Government Organ 
Scans British Scene 
and Draws a Moral 


Washington, D. C., Feb. 24.—Ad- 
vertising spokesmen who contend 


that the government should buy 
rather than beg advertising space | 
apparently have found an ally in| 
the Department of Commerce, judg- | 
ing by an article in the current | 
issue of Domestic Commerce,| 
weekly publication of the depart- 
ment. 

The article was written by John 
H. Morse, chief of the division of 
economic and commercial informa- | 
tion, Bureau of Foreign and Domes- 
tic Commerce. In some quarters, 
its publication was regarded as a 
hint that the United States may 
follow the example of Great Britain 
in using paid space to explain poli- 
cies and solicit cooperation in the 
war effort. No other evidence of 
such a plan has yet come to light. 

The article is entitled: “Adver- 
tising Puts a Punch Into Britain’s 
War Effort.” A subhead, however, | 
sets the tone for what follows by 
declaring: “We Can Profit from Her 
Experience.” What follows reads 
more like an editorial than a fea- 
ture story. 


Suggests a Lesson 


The article borrows liberally from 
a recent book, “Modern Publicity 
in War,” and refers to this volume 
in a final paragraph: “We have 
quoted at length from this resume 
of English experience in the most 
important field of war, the minds 
of men, because it seems necessary 
that similar propaganda is vitally 
needed here.” 

In outlining how Britain met the 
situation, the article says: “With 
enemy bombers buzzing overhead, 
and with enemy bombs splashing 
all over the land, it would seem that 
the citizens of a tight little island 
like Great Britain would not need 
to be sold the fact that they were 
very much in a war. Untrained 
observers of human reaction might 
think that a few stories in the 
papers now and then about the need 
of saving food, of donating or sell- 
ing binoculars to the fighting serv- 
ices, and other wartime needs, 
would be sufficient to cause the peo- 
ple to respond properly. 


Employed Professionals 


“The British government knew 
better, or learned better quickly. 
It employed professional practition- 
ers of the art of getting ideas into 
the minds of men. In other words, 
they turned the job over to adver- 
tising agencies, just as they turned 
over production jobs—tank, air- 


—... 


In the fos Angeles - | area~ 
7,910,000 people ride street 


cars _ Sand buses = 
every week ~ \'' 62% ride 
Sdavs __:\a week-~ 


%rtide Zor 4 ss days 
a Week ~~ 22%~~ 1,740,200 
tide occasionally --_=2._ 
other words you not only 
Set potential repeat (+!) )! 
Mpressions but new potential 
Mpressions every day in 
the month. mn 

For complete details 
ald rates, write 


Mayvarp Boyce Inc. 
LOS ANGELES 


Chamber of Commerce Bldg 
é ASL 4 


a a Od & Fitlimal Tunutads 


plane, and other equipment—over | have ideas and views to sell just| the Ministry of Info ati hich | : 
to professional manufacturers. pons any other group often has Ror | employs ae heer onan Gaia ak Cleaner to Kiernan 
“Advertising experts are realists | merchandise, our ally has frankly | vertising agencies. , Barrett, Nephews & Co., New 
— her gare They know, from acknowledged the power of propa- | | ta i= pra +e _ ~~" 
ong, hard experience, that the so-| ganda, and used it in “sober, re- ar an A, SW Sere, Se 
called human race resists change | strained and well-planned” fashion. Issues Handbook Saen Oe Sae. 
every time it sees change approach-| The article adds that the British The club contact department of 7 
ing. They have learned that the government now accounts for about the _Advertising Federation of Gets Adhesives Account 
individual will persist in following} 17 per cent of all advertising in the eae faa gf = ~e . Miracle Adhesives Company 
his old habits to the last ditch, | United Kingdom, and is by far the| Officers which is designed to help in| Newark, has named R. T. O’Conneli 
They realize that the human mind largest advertiser in the country.| solving problems of club manage-| Company, New York, as advertis- 
resists, with unbelievable defensive | “A similar proportion of last year’s| ment and activity. ing agency. 
power, the entrance of a new idea.| advertising in the United States.” : 
Their experience has taught them) it is estimated, “would mean a fund 


the necessity of constant repetition ‘of approximately $340,000,000 for Dickson Opens Agency 
in making men’s minds aware of | advertising essential war needs.” James Dickson, formerly with 
anything, in persuading men to| The article also cites the varied|C. E. Rickerd, Inc., Detroit, has 
act.” forms of government copy em oq | Opened his own advertising agency 
j i " h ployed |; g agency 
It is pointed out that Britain has|in Britain, with each ministry or| 2 the Book bldg., Detroit. He wiil| [Tes the Whe-Where-When & How Much 
pti. direct advertising for the South- 


pe tegs 2 of Business Paper Advertisi 
not been afraid of the word propa-|department of the government eastern we — 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


ganda.” Knowing that governments | undertaking its campaign through! tion. aiichigan Tourist naneeee| BRAD-VERN'S REPORTS FLUSHING. Mee 


This Concerns New England 


NKEE 
THE YA ETWORK ‘— 


— AVENUE 


21 BROOKLIN ETTS 


———— 
BOSTON, MASSACHUS 


weno TO TIME BUYERS: 


Your cons 


of 
tion of the high degrenne Yankee Network 


1°) 
coverage possesse” “Cnief factor 


of the c : 
bas beet aX r and diversity 
ete pot a in New Englana. 
cc 
; The best Way to expres 
his cooperation 


tion for t olicies by 
our apprecia ressive P 
to maintain ee stations have built 


Ne 
hich Yankee 
Listener loyalty- _ 
That's why the ~ .. 
celerate services CO. .45n and 
jes whe 
the communit 
buying power are highest 


In the sales potenent end 
f emp 
ra peaks 0° 4% 
ek po by rem elend markets are mo 
ant than ever before. 


ma 
decades--- delivery of these ~"" sta- 
tinue etteetev® the one combine 1942. 


tions keyed %° 


cordially yours» 


THE YANKEE NETWORK 


ACCEPTANCE 
is the 


Yankee Network's 
FOUNDATION 


THE YANKEE NETWORK, wc. 


21 BROOKLINE AVENUE, BOSTON, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Squibb, Agency Stipulate | 

E. R. Squibb & Sons, New York, | 
and its agency, Geyer, Cornell &| 
Newell, have stipulated with the} 
Federal Trade Commission to dis-| 


continue representing that use of 
Squibb dental cream or _ tooth 
powder contributes materially to 


prevention of tooth decay, or that 
the milk of magnesia in these den- 
trifrices is concentrated. 


Calvert Names Thomson 


Chester L. Thomson, formerly 
Eastern division sales promotion 
manager of Calvert Distillers Cor- 
poration, New York, has been ap- 
pointed to the newly-created post 
of sales promotion manager for its 
Old Drum brand. 


| 


now the Product, 


Says Hill; Sends 


‘Ballroom’ on Tour 


New York,, Feb. 26. — Without 
benefit of carpenters, house-wreck- 
ers or movers, George Washington 
Hill, American Tobacco Company 
president, was instrumental this 
week in shifting 400 miles south- 
ward one of New York’s most pop- 
ular musical institutions, the 
“Make-Believe Ballroom,” Station 
WNEW’s _§ssix-day-a-week partici- 
pating program. The shift, for a 
couple of days only, was accom- 
plished simply by packing a suit- 
case full of records and hustling | 
Martin Block, the Ballroom’s| 


the road for the first time in its 1l- 


year history to enable Mr. Block | 


to ad-lib his commercials convinc- 


ingly when Luckies became one of | 


the program’s participants. Thus, 
Salesman Block will sandwich in 
visits to American Tobacco’s plan- 
tations and plants while he serves 
the other Ballroom sponsors through 
the facilities of WRUL, Richmond. 


Luckies will occupy the 6:30 to 6:45 | 


p. m. spot on the program. 


Accompanying Mr. Block on his | 


Southern educational tour will be 
Emerson Foote, Luckies’ 


Everard Meade, 
ager. 


advertising man- 


Uses Fire Bomb Film 


Tide Water Associated Oil Com- 


account | 
executive at Lord & Thomas, and | 


CLIMALENE AIMS AT "ARMY IN OVERALLS" 
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Here's on EASY way to WASH 
for the ARMY IN OVERALLS 


ms 


joosens stubborn dirt 


gives you « whiter lovelier wash 


saves 3 wars 
L TEE Speeds op washing ond rinsing. 
L WORK Sever cumming end scrubbing. 
3. SOAP — Cimatone seves up te 
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AN OVERNIGHT CLIMALENE BATH.. 
EASY WAY TO WASH WORK CLOTHES 


mat regular wash whiter too— makes whit; 


nakes y« 
dothes really ook white Be sure and use a teaspoon in 


rinse. My. how it gets that old soap scum our 
of clothes. Thrifty, too, because it saves soay } 


Saves 3 wars 


2 SOAP Saves up te ih in heundiry... in dinhpan 


DO end 8. ewe at pour grower 


Cin AND CLEAN NE 


ve wase ane cuEAe 
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h 


Ce See al 


maestro, aboard a train bound for| pany, San Francisco, has issued a 
Richmond, Va. | 16 mm. sound motion picture titled 

Always a firm believer in the| "Fighting the Fire, Bomb.” | The 
principle that a salesman must) o¢ the Office of Civilian Defense, has. 
know his merchandise intimately if been purchased by the company | 
he’s to impress prospects, Mr. Hill) for showings in Pacific Coast and | 


CHROMART 


PRINT FROM KODACHROME 


The one colorprint that FULFILLS 
every exacting art-copy requirement 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


These are samples of the 300-line advertisements which the Climalene Co. w.| 
direct to consumers, with special emphasis on industrial centers now bus’ ,y 
engaged in war work. Fuller & Smith & Ross is the agency. 


Dailies Hit Peak 


Climalene Expands 


4 Overnight by Plane eo 


insisted that the Ballroom take to! 


Mountain states. 


Loyal Listeners buy 30,000 
Cxlia Share of Freedom / 


*% 30,000 folks in WOW-LAND are 
buying an EXTRA Defense Bond as the 
direct result of WOW’s Red, White & 
Blue Revue already presented to capac- 
ity audiences in Fremont, Beatrice, 
Columbus and Hastings, Nebraska, and 
later to be seen in at least six other 


WOW-LAND cities. 40 WOW person- 


alities are in the cast. 


To see this inspiring Revue each lis- 
tener must buy 50 cents’ 
fense stamps in a new stamp album. 
Thus he or she starts out on an extra 
defense bond. A showing of hands at 


Revue. 


Defense. The 
worth of de- —and it 


and its clients 
hanced listener 


WOW-LAND’ 


one performance revealed that more 
than half the audience had bought their 
first defense stamps in order to see the 


WOW is doing everything any radio 
station can in the interests of National 


Red, White and Blue 


Revue, of which the Woodmen of the 
World Life Insurance Society pays the 
production costs, is something EXTRA 
serves a 
Uncle Sam gets all the money. WOW 


double purpose. 


profit by greatly en- 
loyalty. 


RADIO STATION 


WOW 


_ NBC RED NETWORK 
«690 KC. 


Owned and Opereted By 


* 5000 WATTS 


Schedule Aimed 
at Overall Army 


Canton, O., Feb. 25. — Switching 
| its message over to the “Army in 
| Overalls,” Climalene Company has 
|}expanded its campaign for 1942. 

| Newspapers will carry the bulk of 
| the copy, with cartoons helping to 
/put across the double theme that 
_Climalene is useful in washing shop 
clothes for “production soldiers” 
and at the same time saving on 
soap. 

Plans call for a greater use of 
| space in industrial centers where 
war work is heavy. The campaign 
includes a series of 300-line adver- 
| tisements appearing weekly or oft- 
ener in the primary schedule, and 
a series of 126-line ads in another 
large list of newspapers. 

Typical headlines are “Here’s an 
Easy Way to Wash for the Army in 
Overalls,” “An Overnight Climalene 
Bath—Easy Way to Wash Work 
Clothes,” and “How to Make a Hit 

| with Your ‘Production Soldier.’ ” 
Climalene, the copy declares, saves 


three ways by eliminating extra 
scrubbing and_ rinsing, and by 
/“cleaning without soap.” House- 


| Wives are urged to buy the large 
| two-pound thrift package of the 
product, which is illustrated. 

Robert H. Marriott is the com- 
pany’s advertising manager and 
Fuller & Smith & Ross, Cleveland, 
directs the campaign. 


Four Name Fritz 


Famous Department Store, Bilson 
Bakeries, Moss Jewelers and House 
of Lords food flavorings have ap- 
pointed Jimmy Fritz & Associates, 
Los Angeles, as their advertising 
agency. 


Gaines Joins NBC 

James M. Gaines, formerly per- 
sonal representative for Major 
Bowes with Ruthrauff and Ryan, 
New York, has joined the station 
relations department of the Na- 
tional Broadcasting Company. 


in Circulation; 
Up 50% Since ‘20 


New York, Feb. 24.—Newspz. per 
circulation in the United States and 
Canada reached an all-time high 
months before U. S. entry into the 
war sent newspaper sales soaring 
even higher, according to a folder 
issued this week by the Bureau of 
Advertising, American Newspaper 
Publishers Association. The record 
total, averaging 44,369,705 net paid 
copies every weekday, was reached 
during the six months ending Sept 
30, 1941. 

The folder also reports that week- 
day newspaper circulations in the 
United States and Canada have in- 
creased 50 per cent since 1920, the f 
first year in which complete figures f 
were recorded, while the two coun- 
tries’ population has increased only 
27 per cent in the same period 
Sunday circulation is also at a new 
high, averaging 34,202,000 
per Sunday for the six months end- 
ing Sept. 30, 1941. 


Continue Ayer Show 
of Newspaper Layout 

All English language daily news- 
papers in the United States have 
been invited to participate in_ the 
12th annual exhibition of newspape! 
typography, sponsored by N. W 
Ayer & Son, Philadelphia. The ex- 


| hibition will be continued during 
| the war, the agency said, because 0! 
increased interest in newspaper: 
and increased emphasis on makeu} 
typography and layout. 

The Ayer exhibition is the larg- 
est in the country, with 70 to 8 
per cent of American dailies repre- 
| sented. The F. Wayland Ayer cup & 
for excellence in typography 
awarded, and after the judging- 
usually held in early April—the 
newspapers are placed on exhib 
| tion in the Ayer gallery in Philadel- 
phia. 


WTAO Names Weed & Co. 

Station WTAQ, Green Bay, Wis. 
| CBS outlet, has appointed Weed & 
Co., New York, as its national sales 
| representative. 


The Old-Fashioned Way 


First the engraver —in one 
place. Then the typographer— 
maybe half a mile away. After 
that the printer — maybe a 
mile off in another direction. 

Calling in—interviewing— 
giving instructions—checking 
up—telephoning. Trouble — 
worry — uncertainty. 

After that —misunderstand- 
ings — mistakes —corrections. 

Why continue the old-fash- 
ioned way? It 


Wastes Time and Money 


THE FAITHORN WAY 


Call in ONE concern and give AL” 
your instructions to ONE MAN, 
to handle ALL THREE operation:. 
Then you'll have— 


ALL responsibility is now with ONE 
instead of three—you'll get us 
vided interest and attention. | »'S 


Saves Time and Money 


FAITHORN CORPORATION 


ON DOING IT 


ONE man to instruct—instead of three- 
ONE order to write out. 
ONE firm to deal with. 


copies FF 


of the World Life Insurence Sec 


~ JOHN J. GILLIN, JR., GEN'L MGR. 


JOHN BLAIR CO., REPRESENTATIVES 


Ad-Setters + 
Phone Wabash 7820 


Engravers «+ Printers 
504 SHERMAN STREET. CHICAGO 


*WOW-LAND* includes the western third of 
Iowa; two-thirds of Nebraska and big income 
sections of Kansas and South Dakota 


PRINTING 


DAY AND NIGHT SERVICE 
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Henderson Warns 
of 15-Billion 


inflation Danger 


If Taxes and Bonds 
Fail, Rigid Controls 
to Follow, He Says 


Chicago, Feb. 24.—Declaring that 
) billion dollars of footloose con- 
sumer income will plague the coun- 
try with inflation unless some sort 
of rigid control is exerted, Price 
Administrator Leon Henderson 
warned at the Chicago Better Busi- 
ness Bureau’s annual dinner last | 
week that if taxes and defense bond 
nd stamp purchases fail to do the 
ob, “other methods” would be in- 
voked. 

Asked what the “other methods” 
vould be, Mr. Henderson said that 
the measures would include fixing 
if wages, reduction of “open book” 
credit, compulsory savings, wider 
extension of rationing, wider priori- 
ties and price control at retail 7 
lets, and reduction in profits. 

Repeatedly the pudgy adminis- | 
trator counseled the group that the | 
system now in force hinges on vol- | 
untary cooperation by business 
itself, and he praised business for 
the willingness it has shown in col- 
laborating with the government. If 
voluntary action fails to halt the 
surge of rising income and decreas- 
ng goods, however, swift and strin- 
gent action will be taken, he said. 


Formula for Inflation 


In 1942, Mr. Henderson told the 
group, the United States will find 
itself with nine billion dollars less 
in consumers’ goods, and with six | 


billion dollars of increased con- | 
sumer income. In simple mathe-| 
matics, he warned, here is_ the| 


formula for inflation, a 15-billion- | 
dollar derelict, ready to raise havoc 
on the financial seas. | 

“Out of my experience, let me| 
tell you that as a nation we will | 
not handle this 15 billion dollars | 
of deficit in its entirety. It will be | 
many months before Congress faces | 
up squarely to the necessity for | 
taxes that will really hurt,” he said. | 

The first part of Mr. Henderson’s | 
speech was carried nationally by 
the Blue Network. As he completed 
his radio speech, he relaxed and 
said, “Now we are off the air, and 
can talk freely. I want to give you 
in accounting of my stewardship, 
ind I think you are entitled to hear 
in accounting.” Again, as ADVER- 
TISING AGE reported he did at the 
Hot Springs convention of the 
ANA-Four A’s in mid-November, 
the Price Administrator used frank, 
uncamouflaged reporting of fact 
and objectives to win over an audi- 
ence prepared to be distrustful of 
the “ezar’s’” aims and actions. 

Industries to Halt 

In speaking of rising income and 
new wage demands by workers of 
certain industries, Mr. Henderson 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 
foremost station 


reiterated a statement in his pre- 
pared speech that “more dollars no 
longer mean more goods.” The 
OPA chief said that there are some 
industries not yet seriously affected 
which will be closed down com- 
pletely, not because their facilities 
are needed for conversion to war 
work, but because they are users 
of vital materials. He touched the 
rubber situation with a brief but 
decisive brush, ‘ . and you have 


a right to know that as rubber is | 
now being allocated there is not one | 


pound provided for passenger cars.” 
In this connection, Mr. Henderson 
commended the action of Chicago 
department stores in reducing de- 
liveries. “Only by the magnificent 
self-discipline that thus far has 
been exhibited by American busi- 
ness and the American people can 


we avoid inflation and greater con- 
trols,” he said. 

Up for future action by the OPA, 
it appeared from his speech, are 
gasoline restrictions and rent freez- 
ing in defense areas. The Price 
Administrator said that unless 
tanker sinkings and quicker distri- 
bution problems could be solved, 
gasoline would be rationed (ApDvER- 
TISING AGE, Feb. 23). He said that 
OPA would move into the rental 
field in 20 soon-to-be-designated 
defense areas, where housing short- 
ages due to defense work have 
driven housing costs proportion- 
ately higher than other costs of 
living. He touched on the sugar 
shortage, and told the group that 
there was plenty to satisfy domestic 
wants during 1942. He asked that 
hoarders bring back stocks of sugar 


to grocers for resale and added that 
“hoarding helps the Axis.” 


Opposes Sales Tax 


Among things listed by Mr. Hen- 
derson that the OPA does not con- 
sider necessary were sales and gross 
manufacturers’ taxes. “It will be a 
hell of an unpopular thing,” he said, 
“but we do not propose to stop in 
our course because it will be un- 
popular. We will use our full 
powers. We will resist all sales 
taxes and = gross manufacturers’ 
taxes because they compound our 
evil. We will oppose increases in 
transportation rates and will use 
every device to keep down the cost 


_ of living.” 


Earlier, the 
heard Kenneth 
manager of the 


1,000 dinner guests 
Barnard, general 
bureau, laud Chi- 


cago media and advertisers for the 
absence of “scare advertising” in a 
time of scarcity. 


Launches CD Paper 


Dartnell Corporation, Chicago, 
will inaugurate a new magazine, 
Civilian Defense, in April. The new 


publication is directed at the army 
of home front workers called into 
action in every community. An in- 
teresting feature of the magazine 
will be quotations from ARP Re- 
view, Britain's civilian defense 
magazine. 
“Citizen” Raises Price 

The Evening Citizen, 
Conn., evening daily, 
its copy price 
cents. 


has increased 
from three to four 
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IN OKLAHOMA ClTy ( onounceenr 


OF THE DEVELOPMENT OF A NEW HOUSING PROJECT GD 


CE , ,00 000 ENTERPRISE SCHEDULED 


FOR CONSTRUCTION BEGINNING MARCH 1. 
D TO HOUSE 2,500 PERSONS ap wii BE A 
SUFFICIENT COMMUNITY wITy@REr Ag Sing | 7 : 
oroiaitor, SCHOOL, CHURCH A» ES ery 
i SS as 
read 


| INCREASED TO 10 acres. Quy 


BUT YOU CAN'T HIDE 30,000 NEW WORKERS 


Today’s big news for the Oklahoma City market. . . is 


* OM) 
< We x 


- 


OKLAHOMA CITY 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


an industrial expansion that promises to increase payrolls 


three-fold and the addition of at least 30,000 skilled work- 


ers by the end of 1942. Today’s big news for merchan- 


disers is that the area’s most powerful sales media, The 


. AA 


Oklahoman and Times, are already geared to the task of 


delivering this vastly expanded market to advertisers. 
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supplied with display kits and pub- 


Gets Nylen Account 


British Biscuit 


Mai 


’ | Huntley & Palmers was the first Ce 
licity material, while both retailers English manufacturer to use copy 
urniture f es aegeeee : Nylen Products Company, St. ; Ini , sett at ; 
and manufacturers are expected to . : png : aS in the United States stating that it 
2 tie in with advertising copy. ee ae ee Maker Asks Users would be unable to supply ts Al 
Ma Chan e to Fit ” advertising agency for its machine to Return Tins Pwo a sei for honed renga ' E> 
y g KMBC Raises Macon tool, piston and pins divisions. urrent mer ican mag we 
—_——_——_ New York, Feb. 24.—Shortage of points out that “the output of our ( 
a . Don Macon, for the past two ° in for containers has inspired a factories at Reading is devoted io . 
New Housin Units years on the station's staff. has been Malone Named Copy Chief al wnetliens cavusteiad cam- supplying His Majesty’s forces and A 
appointed administrative head of William T. Malone, formerly in paign in Britain, according to the helping feed the home front . . a 
Ka yg aa. a = a eee Oe ertials "hee mo London office of Erwin, Wasey & Te io 
Rae ansas ‘ity. ‘ran eyser, who as rertisin ‘orporation, ’ = 2 ° ° ! 
Traditional Patterns has been in Chicago as a producer| Stes tose, has joined’ Cecil & Pree’ |Co- Huntley & Palmers, biscuit Window for Charity dis 
"Simply Not Suitable'’ for Arthur B. Church Productions, prey, New York, as copy director. | maker, has taken space in news-| William Margerum’s Sons, Phila- eig? 
Ply has been named production man- eiasilasiaaieibscoeiinied papers and magazines asking cus- — Range poe yes Rt the 7 
H ager . ° ors . : > ins i argest single retail mea usiness 
in Defense Homes ager of —_ Joins Compton & Sons pear nt ee em ee 7 in = United a. offered = if a 
‘ “larence Sp: “merly , cae r tage 4 its Philadelphia isplay windows 
Washington, D. C., Feb. 34. The Gets McDermid Account anne a etiseas Peas cal omnNets supply of Crew prasuct. “for use iy ony worthy charitab'e gre 
war housing program represents McDermid Inc. Waterbury, Engraving Company, St. Louis, has Biscuits = particularly important enterprise that desires to visibly list 
“an opportunity for the furniture Conn. chemical maker, has named | joined Compton & Sons, St. Louis) 5 @ food item which can be rushed | display its enterprise to the public’ giv: 
industry and a challenge to its in-| park City Advertising Agency, lithographer, as general manager to blitzed cities where baking of) in a recent newspaper advertise - whi 
genuity,” according to Baird Snyder Bridgeport, to direct its advertising. and vice-president. bread is impossible. ment. tise 
III, Acting Administrator of the) 2 ™ 
Federal Works Agency. 
Addressing a conference called by 
the National Retail Furniture Asso- 
ciation last weekend, the federal 
official gave broad outlines of the 
government’s war housing effort 
and suggested that his listeners 
would “better appreciate the chal- 
lenge to the furniture industry if 
you will go out and inspect some 
of these projects.” 
He stressed the necessity of de- | 
signing furniture which will fit in | 
houses built compactly for economy | sub 2188 ' 
of space. Traditional patterns, he | i oe ee 
said, “simply are not suitable,” *@ oe ent: as 
especially pieces that come in large | me . ae? = 
sets. He forecast a demand for YA\ — 
smaller individual pieces or for a| \ WO 
carefully selected group of pieces. QO oss 
“The forehanded furniture re- a rie : ue Be /?Eoe 
tailer, I think, will be the one who, i ia , — ee io 
seeing a new housing project going ; ; 
up in his community, will anticipate 
the need and be ready to meet it 
when opening day arrives.” He told 
of one city in which several thou- 
sand defense housing units were 
erected. As the tenants were about 
to move in, they went down to the 
furniture stores only to find that 
while stores were well stocked with 
traditional bedroom and_ dining 
room and living room sets, they 
had little to offer which would be 
suitable for use in their new homes. i 
No Government Competition 
Mr. Snyder reassured the retail- a 
ers that the government has no . 
intention of competing with them in 
the furniture business. He quoted y 
the law which permits the installa- é < 
tion of movable equipment only i h 
when deemed in the public interest, . iy 
and added that except for one : 
dormitory only refrigerators, stoves A A 
and heaters have been furnished. n 


Mr. Snyder also declared that the 


two important factors which will 
govern war housing business for | 
furniture retailers are credit ar- 


rangements and the ability to meet 
the requirements of design. 


FIGHTING SLOGAN FOR 
ANNUAL HOME WEEK 

Chicago, Feb. 25.—“Keep Up the 
Homes We're Fighting For,” will 
be the slogan of the third annual 
America’s Home Week promotion 
sponsored by the Home Furnishings 
Industry Committee. The event 
will be celebrated April 11 to 18. 

As in the past, retailers will be 


Dirty trick...to ask our office boy to add up all news- 

payer advertising (over a million lines) in the last 8 
months, done by retail stores to feature merchandise adver- 
tised in The Saturday Evening Post. (Men’s stores in 550 cities 
ran ads to feature the Father’s Day-Benchley-SEP promo- 
tion.) 89 Post advertisers got extra publicity that way. 


In July 7,000 dealers ran big newspaper advertising ‘° 
tie up with the Post-Ed Wynn promotion ‘5 Cool-ff 
Inventions to Beat the Heat.”’ Grocery, drug and departm«"t 
stores had been whooping for just such a promotion—to take 
the slump out of summer sales. Result : Sales went up with (he 
thermometer and Post-advertised heat-beaters got a break- 
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Commerce Group 
Attacks Axis in 
Export Journals 


Chicago, Feb. 25.—The Chicago 
Association of Commerce has 
launched a special drive in export 
journals to counter Axis claims that 


American exporters are willfully 
disregarding the needs of their for- 
eign customers. 


The campaign, according to A. H. 
Mellinger, president, is designed to 
emphasize Chicago’s position as a 
greot exporting center and to estab- 
lish relationships which will be 
given even greater development 
when the war ends. Initial adver- 
tisenent of the drive, appearing in 


the Spanish edition of American 
Exporter and both Spanish and 
English editions of Importers Guide, 
is headlined “Chicago, Heart of the 
Arsenal of Democracy.” The city’s 
10,000 manufacturers have many 
customers in Latin America and 
other countries whose normal com- 
mercial requirements cannot now be 
met, copy explains, but “this ina- 
bility springs from the threat of the 
common enemy of all democracies.” 

Nazi propagandists, Mr. Mellinger 
said, are spreading the word in for- 
eign quarters that American manu- 
facturers are neglecting these estab- 
lished customers. The current drive 
was undertaken to crush these 
rumors and to retain the goodwill 
of foreign customers. 


Although the campaign is con- 


ADVERTISING AGE 


fined to the two business papers, Markets Blackout Aid 


association officials may expand the 
list at a later date in a broadening 
effort to maintain contact with for- 
eign countries despite the growing 
shortage of both primary products 
and manufactured articles. Chicago 
exporters are being furnished with 
reprints of the current advertising 
to enclose with their mail to for- 
eign destinations, and this follow- 
up to the campaign will be 
continued. 


Hill Joins NBC 

John “Jack” Hill, for the past five 
years program director of WWJ, 
Detroit, has joined the National 
| Broadcasting Company’s central di- 
vision production department, Chi- 
cago. 


also 


A new material to be used by 
home owners to black out homes in 
air raids has been developed by 
Sherman Paper Products Corpora- 
tion of Newton Upper Falls, Mass.., 
and Los Angeles. A_ corrugated 
paper with an ivory side facing 
inward and a black side to present 
to the pane, the material is rigid, 
has the advantage of close fit to the 
frame, and is available as a rolled 
shade or in kits for other methods 
of application. 


Gives Commissions 


Bowling, official publication of the 
American Bowling Congress, Mil- 
waukee, will grant an agency com- 
mission of 15 per cent and a cash 
discount of two per cent after 
March 1. 


a. aaa 


750 stores dug into their pockets to go to town with the 
Post-Aldrich Family promotion. The plot: Six ideas to 
keep homes young with 48 different products, home furnish- 
ings and electrical appliances. The combination of Henry 
Aldrich and the Post certainly started sales moving. And 
more than 48 Post-advertised products got a profitable whirl. 


(2 
4 


7,000 USED POST DISPLAYS TO BOOST Xmas sales— 

7 and gave Post advertisers an extra push. Featuring these 

gift ideas from the December 6 Post were 100 leading de- 
Partinent stores—whose annual volume runs to 640 millions 
--. Retailers ran 154,027 lines of advertising . .. They find it 
Pays to spend money to funnel Post families into their stores. 


100,000 advertising lines were used by men’s wear and 

department stores to tie up with the Post’s First Annual 
Poll of College Style. Results were given to stores in a huge 
style portfolio. In one store this portfolio caused one college 
man to buy $342 worth of clothes. Another store showed a 
79.2", sales increase over the same period a year before. 
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| Red Star 


NEW DRIVE 


| EUV IT TODAY 
NEW RED STAR YEAST 


Now 6 times more VITAMIN B; 
Now 3 times more VITAMIN 8B; 
Cock cake containg 156 |.6. (Vhiamine) vitamin 8; 0.25 mg. (riboflavin) vitemia 8, 


TWO CARES A BAY OF THIS FRESH COMPRESSED YEAST 
HOW SUPPLY ADULTS EARLY 100% OF THEIR Minimo 
GAILY REQUIREMENT OF VITAMIN B, AND 25% OF VITAMIN 8, 


© Now — as the nation puts forth 
ite greatest eflort — the New Red 
Star Ye 


breakfast —in tomate or fruit 


juice or milk. A cake epread on 


ereadytotakeiteplace crackers at dinner time or before 


in the daily diet of every member — retiring. Many like it plain. 
of vour family 


Try the New, Foilacrapped Red 
Star Yeast today. A cake before 


RED ‘STAR YEAST 


OUT UNITED CTATER CEP ENOE BTAMPER 458 BONO 


+ © VOU BANE AT HOME THEE merOeTanT 


FEAST (NTO FOUR BARNS WO APPEEC ARE 
COT8 OF FOTANNE & ANE By Om THE OFEN 


Red Star Yeast & Products Co. is using 
this 420-iine opener, followed by similar 
space as well as 70-line ads, to promote 
its improved yeast in Midwestern news- 
papers during a month-long campaign. 


Midwest Papers 
Get Red Star 
Yeast Copy 


Milwaukee, Wis., Feb. 26.—To 
introduce its new and improved 
compressed yeast to consumers, Red 
Star Yeast & Products Company is 
concentrating a new drive into a 
four-week period in metropolitan 
newspapers of the Midwest. 

First insertions of the special 
copy, 420 lines, appeared Feb. 8 and 
follow-up ads of 420 and 70 lines 
are being used, emphasizing the 
newness of the thrifty, vitamin- 
rich yeast. Red Star, it is claimed, 
now contains six times more Vita- 
min B, and three times more Vita- 
min B, than previously. Healthful 
effects of the vitamins are stressed 
from two approaches, one declar- 
ing that “Two cakes a day of this 
fresh compressed yeast now supply 
adults nearly 100 per cent of their 
minimum requirement of Vitamin 
B, and 25 per cent of Vitamin B,.” 
The other advises homemakers that 
“These important Victory vitamins 
go right from Red Star yeast into 
your baking. No appreciable loss 
of Vitamins B, and B, in the oven.” 


Accepted by AMA 


Prominent in both the large and 


small-size advertisements is. the 
legend, “Accepted by the Council 
on Foods and Nutrition of the 


American Medical Association.” 


| Defense stamps and bonds are pro- 


the larger 
Ayer & Son 
account. 


SUCCESS 


Falstaff, one of the 


moted in 
N. W. 


copy. 


handles the 


great Saint Louis 
beers, will be sold for 
its third straight year 
through the medium 
of KWK sporting 
events. A _ successful 


selling year is a logical 


expectation. 


ST. LOUIS 


KW K 


—MUTUAL— 
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ADVERTISING AGE 


March 2, 194? 


Picking Them Out 


To the Editor: Enclosed herewith 
is a sample of the recent piece of 
advertising issued for our company. 
It may demonstrate that we are on 
the alert, on the West Coast, for 
new advertising ideas as well as 
Japanese airplanes. 

GEORGE PAMPEL, 

Advertising Manager, I. F. 

Laucks, Inc., Seattle, Wash. 

a 


Editorial Hits Spot 
To the Editor: I want to thank 


editorial headed, 
Important.” 

ADVERTISING AGE is one of the first 
things that I read on Monday morn- 
ing, and it was indeed pleasing to 
find you commenting so _forth- 
rightly and sagely on this matter. 

The editor of our company maga- 
zine, “The Red Barrel,” may want 
to reprint this editorial, in which 
case I don’t imagine you would have 
any objection. 


“Quality Is Still 


HUNTER BELL, 
The Coca-Cola Company, At- 
lanta, Ga. 
’ v ’ 


Shopping News Meet 
Just a Trade Meeting 


To the Editor: If you are inter- 
ested, I quarrel with the statement, 
“shopping newspapers ... are not 
at all sure that the government will 
look kindly on the use of newsprint 
for purely advertising dissemina- 
tion,” et seq. appearing in your 
“Listening Post’ department on 
Page 30 of your Feb. 23 issue. 

Shopping newspapers have no 
such fears. If defense develop- 
ments create either rationing or 
shortage of newsprint, they expect 
to be affected in no greater pro- 
portion than all other media that 
depend upon newsprint. 

If and when a pinch comes, shop- 
ping newspapers will cheerfully 
pull in their belts along with the 
rest. We ask no favors. 

At the risk of disappointing any 
of the many who seem to be think- 
ing so wishfully of the possibility 
of the denial of newsprint supplies 
to shopping newspapers, let me as- 
sure you that Friday’s meeting in 
Detroit was occasioned only by the 
innocent (and, I trust, natural) de- 
sire for trade association organiza- 
tion. 

The merchant -owned and mer- 
chant-controlled Shopping News 
have had their National Advertising 
Newspaper Association, 
years. 
ping newspapers have long been 
talking about doing the same thing, 
but as Mark Twain observed about 
those who talk about the weather, 
doing nothing about it. 

True, the publishers concerned 
met behind closed doors. But I 
seem to recall that back in the days 
when Boy Scouts had no competi- 


the door when they had a private 
meeting. 

The result of 
puted _ stealth 


last Friday’s 
and secrecy 


im- 
was 


VICTORY LABEL 


BUSINESS REPLY 
VICTORY LABEL & ‘ee 

Hf Mavied in the 

United States 


. 


He REPORTER. 


OF DIRECT MAIL ADVERTISING 
17 EAST 42nd STREET 
NEW YORK. N.Y. 


ATTACH TO BOTTOM RIGHT CORNER OF ENVELOPE 


¥ 


Postoffice officials have approved this 

Business Reply Victory label adopted by 

Henry Hoke, publisher, The Reporter of 

Direct Mail Advertising, as a substitute 

for the familiar pay-on-delivery system. 

It may be used on letterheads, invoices 
order forms and labels. 


. 2a 
ea; 


you for the very nice and timely | 


| 


Inc., for | 
The privately-owned shop- | 


tion for their name, that they closed | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


TO SPOT 'EM 


JAPANESE AIRCRAFT 
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I. F. LAUCKS, INC. 


| To aid in identification of enemy planes 

which may appear over the Pacific Coast, 

|. F. Laucks, Inc., manufacturing chemist, 

prepared this chart for distribution in 
the area. 


merely the establishment of “Con- | 


trolled Circulation Newspapers of 
| America, Inc.” with stated purpose 
|/no more sinister than a desire “to 
further the legitimate ends of this 
rapidly growing industry”; with 
|eligibility provisions providing 
|membership for “any periodical 
| whose circulation is wholly con- 
trolled, is at least one year old, and 
\is issued with fixed, regular fre- 
quency.” 

I was present as a guest, because 
}of my connection with the older 
association. I happened to be pres- 
lent at the time, after the meeting, 
'when your Detroit correspondent 
|/came in by appointment and present 
| while Wallace M. Hughes of Syra- 
cuse, who had been elected presi- 
'dent, was making a clean breast to 
‘him of all that transpired. So far 
| as I know, said correspondent made 
/no approach while the meeting was 
| in progress. 


SaM B. ANSON, 

General Manager, Shopping 

News, Cleveland, O. 

[Editor’s Note: A report on the 
meeting referred to appears else- 
where in this issue. ADVERTISING 
AGE meant to impute no stealth to 
| the meeting, and is sorry if such an 
impression was conveyed. | 


oe 


Preferred Position 


To the Editor: I see in your Feb. 
9 issue that my eagle-eyed friend, 
John Miller of Mennen, spotted the 
juxtaposition of the Westinghouse 
light ad above the Star blackout 
ad in Jan. 31 issue of The Saturday 
Evening Post. 

The Feb. 14 issue of Collier's 
turns the tables by putting the Star 
blackout on top, and the Westing- 
house light at bottom. More fitting, 
don't you think, with a little child 
leading us from darkness into light? 
(Wonder whether the romantic 
couple in the blackout don’t resent 
the bright little brat brightening up 
the room!) 

SAMM S. BAKER, 

H. M. Kiesewetter Advertising 

Agency, New York. 

’ v v 


Adopts New Business 
Reply Victory Label 

To the Editor: A few weeks ago 
word reached me that the Business 
Reply (pay -on-delivery) system 
was attracting serious study. There 
was talk in Washington of restrict- 
ing the privilege in order to save 
paper. 

I went to work on it, investigat- 
ing, consulting and planning. Why 
not a_ substitute method which 
would not waste any paper, and 
thereby eliminate any real or 
fancied need for restriction? I sub- 
mitted to postoffice officials a minia- 
ture form of the Business Reply 
Victory label printed at the lower 
left corner of this letterhead. They 
approved it in less than a day's time 


and the design can now be used on 
letterheads, invoices, order forms 
or on labels. 

It is admitted that this substitute 
is not as good or as convenient as 
the customary reply’ envelope, 
which can of course still be used. 
But the new label is far better than 


cannot be made by telephone. 
George J. Abrams astonishes him- 
self with the discovery once again 
in the Feb. 16 issue of ADVERTISING 
AGE. 

Mr. Abrams and others who raise 


_the point simply do not understand 


not to have the reply privilege at | 


all. 

We have started using the new 
system. Several large publishers 
have made mailings and other tests 
are in the works. Business people 
generally should be told about this 
new economy form. 

HENRY HOKE, 

Publisher, The Reporter of Di- 

rect Mail Advertising, New 

York. 


vy v 


Goldman Defends 
Telephone Surveys 


To the Editor: We hear a tire- 
some number of times that tele- 
phone subscribers are not parallel 
to radio owners, and therefore ac- 
curate listening audience surveys 


research technique. They believe 
all you do to make a telephone 
survey is pick up a phone book and 
call 400 people at random. Mr. 
Abrams has never heard of balanc- 
ing survey groups by weighting 
neighborhoods according to their 
telephone saturation. Mr. Abrams | 
has never heard of definitive sur- | 
veys that concentrate on the avail- 
able product market rather than | 
on the total human market. 

Our company makes thousands 
upon thousands of radio survey 
calls each month. We have 20 
switchboards available for such 
purposes. On coincidental surveys 
our check groups balance each 
other within a maximum tolerance | 
of one-half of one per cent. I 
should be interested in seeing how 
close to that tolerance margin Mr. 
Abrams strikes. I also should not 
like to be the person responsible 
for getting a fair sampling of Mr. 


Abrams’ mailed ballots returned, | 
especially from the no-telephone 
audience. 


People are always getting ideas 


—— - — 


about other peoples’ business. 
Abrams is the man who inve 
books, and then discovered he 
next door to a Carnegie lib 


Why encourage these lazy thinke 


STANLEY GOLDMAN 


Telephone Research and Sae 


Co., Pittsburgh, Pa. 


> VT 


Split the Swag? 

To the Editor: I am attach 
copy of my letter to Thor M.S 
promotion manager of the 
Francisco Call - Bulletin, rega 


the letter in the Feb. 16 issue 
| ADVERTISING AGE in which he 


about the use since Jan. 19 of a 
test-winning slogan, “We’re In 
Let’s Win It!” It sure is a 

slogan and should he doubt our 
cerity we are asking him to 


|} amine the broadsides we maile: 
to our jobbers Dec. 17, 1941, w 


proclaim “Now We’re In It— 
Win It!” This slogan comes 
the fertile imagination and 
lific pen of our vice-preside: 
charge of advertising and merc 
dising, Theo. Stempfel. We’re 
ing Mr. Smith if he doesn’t t 
his prize-winning contestant s} 
split the swag with our vice-p 
dent. . 
JUDSON HoRRELL, 
E. J. Brach & Sons, Chica; 
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WAR OR POST WAR— 


The [ndustrially Employed 
Will Prosper 


Maybe there won’t be silk shirts for mechanics 
during this war, but there will be available many 
things that will make living comfortable and the in- 
dustrially employed will have the money for them. 


Look at these figures! Factory aver- 
age weekly earnings were up 20‘: in 
November, 1941, over November, 
1940. The number of the industrially 
employed increased 15.8‘:. For the 
same months, there was an increase 
of 37.9. in the manufacture of ma- 
chinery. In the manufacture of goods 
that the Department of Commerce 
lists as ““commodities” the increase 
in salaries and wages was 38.7%. For 
all salaries and wages, the increase 
Yes, in one year the in- 
comes of the industrially employed 
increased 72° more than the aver- 
age. And the nation has not yet hit 
its stride in production for war. 
This all out production for war 
will hold up production of certain 
types of peace time commodities, 
particularly those that require the 
services of skilled men. The longer 
the war and the greater the war 
production, the larger will become 
this back log of demand for goods 


was 22.5%. 


POPULA 


peace comes. 


Mechanics, 
and future 


your market. 


that skilled men must produce when 


Supplement the few figures given 
here with figures available in your own 
business or for your own industry and 
you will see that for some years to 
come the mechanically-minded, in- 
dustrially-employed men are your 
most promising market, for goods men 
buy or havea hand in buying for their 
work, their homes, their families and 
their personal needs and pleasures. 

Through Popular Mechanics, you 
can reach over six hundred thou- 
sand mechanically-minded men at a 
cost below a dollar and a half a page 
a thousand, whether you use only 
one page or twelve. 

Data on the readership of Popular 
as a market 
for goods you are inter- 
ested in, will be furnished for the 
asking. That’s one step you can take 
today towards the preservation of 


present 


f/ECHANICS 
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TRAINSIDE DEPOT 


Shortest 
DISTANC 


At Mount Royal 
Stanor 


A SHORT HOP 


At Mount Royal! St 


The BS gs | 

sbi - 
: | 

| 


Characterizing the Mt. Royal station as 
the only trainside depot in Baltimore, 
these 220 and 1200-line advertisements 
n mewspapers mark a new copy de- 
oarture for the Baltimore & Ohio Rail- | 
‘oad. Short, bold-face headings and | 
\lustrations of the terminal are included | 
n each. Richard A. Foley Advertising 
Agency directs the account. 


Iwo States Decide 
fo Place Copy 
Despite War 


Hartford, Conn., Feb. 26.— Of- 
ficials of two additional states— 
Connecticut and Alabama — went 
forward this week with plans to 
promote travel and recreational fa- 
cilities in spite of wartime restric- 
tions. 

Charles E. Rolfe, chairman of the 
Connecticut Development Commis- 
sion, announced that after a care- 
ful study of present conditions the 
state agency has decided to continue 
recreational development pro- 
gram during the coming season. “In | 
iddition to the many thousands of | 
war production workers who will 
require short vacations and week- 


its 


-end recreational opportunities,” Mr. 


Rolfe said, “it is probable that vaca- 
tion travel into the state from other 
sections will be greater than in 
normal years. Restriction on travel, 
either by road or rail, will mean 
that many will want to find vaca- 
tion spots near their homes.” 

At Montgomery, Ala., the State 
Chamber of Commerce decided to 
continue its tourist promotional pro- 
gram. President W. A. Steadman 
innounced the action following a 
survey of conditions in Florida and 
other Southern states which, he 
said, showed that despite tire 
rationing and the war the tourist 
ousiness had fallen off only between 
25 and 30 per cent. The Alabama 
program is credited with bringing 
n millions of dollars in trade dur- 
ng the past three years. 

Jacksonville, Fla., voted last week 
‘o continue advertising at a pre- 

r pace (ADVERTISING AGE, Feb. 


Where But 


WSYR 


SYRACUSE 


can you tap the 
East's best farm 
audience? 


] 
23) and the New Jersey Council, | 


although dropping national maga- 
zine copy, determined to concen- 
trate on promotion of “short haul” 
vacationing in newspapers of not- 
too-distant cities as well mu- 
nitions centers of the state. 


PLAN CANADIAN DRIVE 
Toronto, Ont., Feb. 26.— News- 
paper copy stressing the value of 
the island as a health resort and 
the convenience of air travel from 


as 


| Toronto will be placed this summer 
in Toronto, Ottawa and the Eastern | 
United States for the Prince Edward | 
|Island Travel 


Bureau, Charlotte- 
town, officials announced here. 
Counter cards will supplement the 
campaign and the bureau will make 
a colored motion picture available 


ito qualified groups, boosting the 


island’s advantages. 


ONTARIO ON AIR 

Toronto, Ont., Feb. 26.—With the 
province of Ontario as sponsor, a 
half-hour program will be launched 


March 20 with a_ coast-to-coast 
broadcast over Blue Network sta- 
tions. Canada’s vacation charms 


will be pointed up on the variety 
program, called the “Ontario Show.” 


PLAN WEST COAST COPY 
Seattle, Wash., Feb. 26. — Ap- 
proximately $14,500 will be spent 
by the Evergreen Playground As- 
sociation in tourist travel promo- 
tion this year, following approval of 
the budget by representatives of 
Seattle and Tacoma, Wash., and 


Victoria and Vancouver, B. C. 

The four cities will share equally 
in newspaper advertising to be 
carried, with copy scheduled for 
papers in eastern Washington, 
Idaho, Montana, Oregon and Cali- 
fornia. 


To Edward Robotham 


Edward W. Robotham & Co., 
Hartford, has been appointed to di- 
rect advertising for the J. M. Ney 
Company, Hartford, and _ Bodine 
Corporation, Bridgeport. 


ANA Appoints Coutlee 

Douglas Wakefield Coutlee, Merck 
& Co., Rahway, N. J., has been 
named chairman of the direct mail 
committee by the National Associa- 
tion of Advertisers. 


Posts Rubber Panels 

The Outdoor Advertising Associa- 
tion of New Jersey, cooperating 
with the state rationing administra- 
tion, has posted more than 400 out- 
door panels throughout the state 
urging the public to save rubber, 
because “It’s needed to win the 
war.” The panels, done in patriotic 
colors, bear the signature of Gov- 
ernor Charles Edison and Robert 
W. Johnson, state rationing admin- 
istrator. 


Adds Three Accounts 


Victor Ring Traveler Company, 
Providence, Scott Laundry, Spring- 
field, Mass., and Swiss Cleansing 
Company of Massachusetts, Spring- 
field, have named _ Horton-Noyes 
Company, Providence, as advertis- 
ing agency. 


Every TUNNEL HAS TWO ENDS 


Beyond the present darkness there 


is light for those who lift their eyes 


and keep going. Businessmen are 


protecting their markets with judi- 


cious advertising on Champion pa- 


per, a medium whose flexibility well 


suits it to the times. Champion aids 


the war effort by quantity produc- 


tion of pulp for explosives, and pa- 


per for Government and essential 


industries. Demands of war confirm 


the wisdom of Champion's mill loea- 


its own American sources of supply. 


tions, its large-scale production, and 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, 


MILLS AT HAMILTON, OHIO .. . CANTON, N. C. . . . HOUSTON, TEXAS 


Manufacturers of Advertisers and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . .. Over 1,500,000 Pounds a Day 
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DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 
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a 4 + The group attending this first | available an and would serve partially LAUNCHES DRIVE 
" Nixon to Swigart Sho in Daner ers meeting represented publications | to offset the loss; and that shopping | 
Charles H. Nixon, for many years op with a circulation of more than| newspapers were holding up as well | ey 
Ri identified with paper merchandis- | 1,500,000, it was said. There are|as general newspapers in volume | TASTES BETTER TOASTS BETTER 


owned shopping newspapers — ge angers creel eared 
° aggregate circulation of about| that they were concerned abou e 
Revert to Weeklies | $000,000. Circulation of the mer-| possibility of restrictions on news- 
The two daily papers of ciwe- Trade Group chant-owned papers is estimated at| print, although they felt that in this 
more, Okla., the Daily Progress and 4,500,000. | Fespect they would fare - byeoneef 
Daily Messenger, became weeklies = oe than other publications. thoug 
on Feb. 23. ‘ a age ar a Hughes Heads Group |the amount o national advertising — tr 
25 shopping newspapers in eight . | had | +h Se eee ae A hanw “wsitone Gash to heal wo go ves || erent Compuesiten beewe teal 8 | 
states set up their own national Saturday’s meeting in Detroit was ha been = me up pom pe . ' € : 
association here last week, the Con-| concerned primarily with organiza- | “> be bron still nO 8 very ~~ TEXTURE’S BETTER 
trolled Circulation Newspapers of|tion. Mr. Hughes was elected presi- factor with the majority 4 the 
America. Sectional organizations! dent: Wallace F. Patten, publisher | Shopping oa Large hers ation 
already exist, and merchant-owned|of the “Thirty-Minute Review,”| Papers were the beneficiaries of 
papers have their own National| Milwaukee, and Walter B. Schade, this type of business pI pers to this | 
Advertising Newspaper Association, | general manager, “Portland Oregon | ©°UMtry’s entry into the wee. ae 
but the new CCNA is the first} Shopping News,” vice-presidents; | trenchment of national advertisers 
organization of independent shop-| Howard Harmony, publisher, “Can- | Since then has naturally been felt r- par 
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me }usiness Paper Perspective 


Early in ADVERTISING AGE’S history, 
a makeup man, impressed by the prod- 
igality of an editor who was sending in 
a thousand-word report by telegraph, 
put a “By Wire” designation on the re- 
sulting story. 

No such designation has appeared 
since. | 

Thousand-word wires, long distance 
calls, and facsimile transmission of news 
no longer impress anyone on the 
ADVERTISING AGE staff. Like the type- 
writer and the adding machine, they are 
commonplace ... tools used daily and 
without stint in the normal process of 
bringing important and significant 
developments to the attention of the 
advertising world with business paper 
perspective and newspaper speed. As 
much as half of ADVERTISING AGE’s 40 
to 50 thousand words per week have 
come in by telegraph and by facsimile 
wire transmission. It is a rare week in- 
deed when less than 10,000 words are 
sent and received “by wire.”. . 

At 4:50 one Friday afternoon an editor 
in New York picked up the telephone, 
was told of an important story just 
breaking. In Chicago the presses were 
beginning to roll on Monday’s issue, 
which is printed Friday night and put 
into the mail Saturday. A call to Chicago 
outlined the situation, and got the 
assurance: “Shoot it along; we'll get it 


in.” Twenty minutes later, the facts 


gathered and the story written, it went on 
the wire, to reappear on admen’s desks 
in New York, in Denver, in Boston and 
New Orleans as they came to work after 
the weekend holiday. . . 

In Hot Springs, Va., the Association of 
National Advertisers and the American 
Association of Advertising Agencies 
were holding a history-making joint ses- 
sion on Thursday and Friday. When the 
demands for wire service taxed the 
minescule telegraph facilities of the hotel 
to the breaking point, two ADVERTISING 
AGE editors sat in a cottage on the Home- 
stead grounds, telephoning more than 
2,000 words to the Western Union office 
in Roanoke, Va., so that they could be 
put on a direct wire to the production 
office. And when the final session ended 
Friday afternoon and the story had been 
written, it was telephoned, word for 
word, to Chicago. 

Admen, agencymen, industrialists, re- 
turning to their offices on Monday from 
a weekend on the Hot Springs golf 
courses, from fishing trips in Maine or 
house parties in Illinois, found a com- 
plete, accurate and detailed account of 
the meeting on their desks that 
morning. . . 

These instances help to explain why 
ADVERTISING AGE never bothers to slug 
a story “By Wire.”... they also help to 
explain what we mean when we talk 


about newspaper speed. 
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March 2, 1942 


Moves to New Offices 
Morton J. Schwartz Advertising 

Agency, Philadelphia, has moved to 

new offices in the Jefferson bldg. 
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OFFSET REPRODUCTIONS 


"OEO 


Testimonial letters . . bul- 


letins . . charts . . price 
lists . . reprints . . ferns 


RAPID COPY SERVICE CO. 


CHICAGO — 125 N. WACKER DR 


Bethke Heads Business 


‘Mail Council 


C. A. Bethke, Chicago Mail Order 
| Company, was elected chairman of 
| the board of the National Council 
on Business Mail at the group’s con- 
vention in Chicago Feb. 14. The 
group voted to reestablish head- 
quarters in Chicago, in line with 
the trend to relieve congestion in 
Washington. 

Elected with Mr. 
George F. McKiernan, 
Company, president; Douglas C. 
|MecMurtrie, Ludlow Typograph 
Company, secretary; and E. J. Leg- 
ler, Butler Brothers, 
| Thomas Quinn Beesley was selected 
as the group’s Washington repre- 
sentative, with offices in the Second 
| National Bank bldg. 


citinliiineanian 
NIAA to Meet 

The Midwest regional conference 
| of the National Industrial Advertis- 
ers Association will be held March 
13. in Hotel Sherman, Chicago. 
Wayne C. Taylor, Undersecretary 
of Commerce, will be the principal 
speaker. 


Bethke were 
McKiernan 


treasurer. | 
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News, Radio Men 
May Be Deferred 
by Draft Boards 


Washington, D. C., Feb. 24.—The 
Selective Service System considers 
the newspaper and radio industries 
essential to the war effort, and local 
draft boards will soon receive direc- 
tives to guide them in determining 
which registrants from these fields 
should be deferred as “key men.” 

Brig. Gen. Lewis B. Hershey, 
draft director, told a press confer- 
ence that directives would be issued 
| after he had conferred with spokes- 
men for both industries. He said 
that the would be 


instructions 


issued within the next three or four 


weeks. 


been worked up through centuries, 
and we cannot cut it off here,” he 
said. 
built up to the limit of knowing 


demand newspapers. 


Mail from Montreal 


WWL Daytime Coverage 


PRIMARY and SECONDARY 4, 


You get both with: 


NEW ORLEANS 


50,000 watts 


© 


- - clear channel 


Every mailbag at W W L is sprinkled with letters from distant 


fans scattered throughout the 


world. We don’t merchandise 


our steady listeners in Canada, the West Indies or Alaska. 


But we do know that here in 


the Deep South, the dominant 


medium is the powerful, prestige-carrying. 50.000 watt clear- 


channel voice of W W L. New 


The greatest selling 


Orleans. 


POWER 


in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


we are going to decide to get along 
with less information.” 
Gen. Hershey emphasized that the 


“In an age which has been | 


what is going on, we are going to| 
It will take | 
some time of the war to pass before | 


“Newspapers fill a need that has | 


AUTOMOTIVE LOSSES LEAD JANUARY DECLINE 
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Only retail and general classifications scored gains in newspaper advertising for 


January, compared with the same month 
by Media Records, Inc. 


of 1941, according to this chart prepared 


Automotive advertising dropped off 64 per cent and 


total advertising for the month was off 4.1 per cent. 


| 


’ 
forthcoming directive does not mean | War Ss Effects on 


that all press and radio workers 
will be exempted from military 
service, but only that it is possible 
for a local board to defer employes 
in these fields, if they are shown 
| to be irreplaceable. 


Local Boards’ 


The Selective Service System, and 
Gen. Hershey as its chief, have 
come in for considerable criticism 
recently in connection with direc- 
tives on occupational deferments 
for motion picture workers and 
labor leaders. He called the press 
conference at which he disclosed 
his views on press and radio to 
clear up “misunderstandings” which 
he said have arisen since adoption 
of the movie and labor policies. 

He pointed out that deferments 
can be granted only by local boards, 
that all deferments are provisional, 
subject to withdrawal, and “given 
only to serve the national interest 
—not the registrant’s interest.” 
Group or class exemptions, other 
than those already provided by law, 
can be given only through Con- 
gressional action. Occupational de- 
ferments must be reviewed every 
six months. 


Responsibility 


Erie Railroad 


Praises Its Own 
‘Overall Soldiers’ 


Cleveland, O., Feb. 25.—The Erie 
Railroad Company has launched a 
series of institutional advertise- 
ments highlighting the relationship 
between railroad, community and 
current war efforts. The series will 
appear in 50 newspapers in on-line 
cities. 

Typical of the new drive is the 
initial ad which stresses the impor- 
tance of men on the home produc- 


tion front, the “soldiers in overalls” | 


who are backing up Uncle Sam’s 
soldiers in khaki. “In a modern 
war,” the copy says, “it takes 18 
men behind the lines to provide 
supplies, equipment and food for 
each soldier at the front.” 

Erie pays tribute to its own men 
who are working “harder and faster 
than ever before.” Production, plus 
dependable transportation, con- 
cludes the copy, will gain the vic- 
tory. 

Griswold-Eshleman Company di- 
rects the account. 


Kling Studio Expands 

Benton Clark, New York illustra- 
tor, has joined Kling and Associ- 
ates’ Chicago studio. Ralph Apple- 
gate, formerly art director of 
Montgomery Ward & Co., has joined 
the Kling Studios in New York as 
art director, and the studio has 
opened a branch in Indianapolis in 
the Circle Tower bldg., headed by 
Jerry Bowen, a former member of 
the Chicago staff. 


To Alley & Richards 


Carter R. Jones, formerly with 
the copy department of Batten, Bar- 
ton, Durstine and Osborn, New 
York, has joined the copy staff of 
Alley & Richards, New York. 


Traffic Movements 
to Be Studied 


New York, Feb. 26.—A continu- 
ing study of the war’s effect upon 
circulation of outdoor advertising 
has been put into operation by the 
Traffic Audit Bureau. The analysis 
will be based principally upon 1,000 
master counting stations located 
throughout the nation, which will 
record monthly variations in auto- 
mobile traffic, as well as pedestrian 
movements in important areas. 

Total traffic movement is ex- 
pected to increase greatly as a re- 
sult of expanded production and 
employment, although important 
changes in the type and flow of 
traffic is anticipated, due to war 
conditions. 

Henry M. Stevens, vice-president 
of J. Walter Thompson Company 
and representing the Four A’s, has 
been reelected president of TAB. 


Other officers elected are: vic 
president, Albert Brown, advert 
ing manager of Best Foods, lh 
representing the Association of N..- 
tional Advertisers; secretary-trea - 
urer, Kerwin H. Fulton, presid« 
of Outdoor Advertising, Inc., repr: 
senting the Outdoor Advertisiry 
Association. 


Conserves Old Plates 


C. Schmidt Brewing Compa: 
Philadelphia, through its agency, | 
Paul Lefton Company, Philadelph 
has asked all newspapers carrying 
Schmidt copy to turn over o 
plates to a specified source so that 
they may be melted and used fo: 
war purposes. 


Bureau Adds Ottinger 


John Ottinger, since 1938 promo- 
|} tion manager of Food Field Re- 
| porter and Drug Trade News, New 
York, has joined the research and 
promotion staff of the Bureau of | 
Advertising, American Newspape: 
Publishers Association, New York 


Trust Co 


trial payroll for December 


than for December 1939. 


Circulation than 


Worcester 


more 


on industrial index prepared by Worcester Coun’ 
for Worcester Chamber of Commece 


FOR TWO YEARS Worcester’s diversified industries have 
been stepping up production in an effort to keep abreas! 
of orders — and most workers in Worcester’s 523 factorics 
now have MUCH more money to spend. Worcester’s indu: - 


for the same month a year ago — 117.9 per cent higher 


This rich and active market — heart of industrial New 
England — is covered by The Telegram-Gazette alone. 


193,694. City and Retail Zone 440,770. 


* _ Worcester 


ss 


Industrial 
Payrolls 
UP 


55.9% 


December 1941 compared with Dec. 194° 


was 55.9 per cent greater than 


134,000 daily. Population: 
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March 2, 


Moves to New Offices 


Bethke Heads Business 


’ , Morton J. Schwartz Advertising| Mail Council 


Agency, Philadelphia, 


new offices in the Jefferson bldg. 


has moved to| 


©O 


OFFSET REPRODUCTIONS 


g5)50) 


Testimonial letters . . bul- 


letins . . charts . . price 
lists . . reprints . . fora 


- + instruction sheets. — 


RAPID COPY SERVICE CO. 


CHICAGO — 125 N. WACKER DR 


C. A. Bethke, Chicago Mail Order 
| Company, was elected chairman of 
| the board of the National Council 


_on Business Mail at the group’s con- 


| vention in Chicago Feb. 14. The 
| group voted to reestablish head- 
quarters in Chicago, in line with 
the trend to relieve congestion in 
Washington. 

Elected with Mr. Bethke were 


| George F. McKiernan, McKiernan 

Company, president; Douglas C. 

|McMurtrie, Ludlow Typograph 
| Company, secretary; and E. J. Leg- 

ler, Butler Brothers, treasurer. 
Thomas Quinn Beesley was selected 
'as the group’s Washington repre- 
| sentative, with offices in the Second 
| National Bank bldg. 


IAA to Meet 


| The Midwest regional conference 
| of the National Industrial Advertis- 
|ers Association will be held March 
13 in Hotel Sherman, Chicago. 
Wayne C. Taylor, Undersecretary 
|of Commerce, will be the principal 
| speaker. 


Mail from Montreal 


Sales for you right here... 


ARKANSAS 


CBS Affiliate—Nat'l. 


fans scattered throughout the world. 


medium is the powerful, prestige-carrying. 
channel voice of W W L, New Orleans. 


\7 


GEORGIA 


WWL Doytime Coverage 
PRIMARY and SECONDARY bes | 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


Every mailbag at W W L is sprinkled with letters from distant 


We don't 


merchandise 


our steady listeners in Canada, the West Indies or Alaska. 


But we do know that here in the Deep South, the dominant 


50.000 watt clear- 


The greatest selling POWER 
in the South’s greatest city 


Representatives, The Katz Agency, Inc. 


News, Radio Men 
May Be Deferred 
by Draft Boards 


Washington, D. C., Feb. 24.—The 
Selective Service System considers 
the newspaper and radio industries 
essential to the war effort, and local 
draft boards will soon receive direc- 
tives to guide them in determining 
which registrants from these fields 
should be deferred as “key men.” 
| Brig. Gen. Lewis B. Hershey, 
draft director, told a press confer- 
ence that directives would be issued 
| after he had conferred with spokes- 
men for both industries. He said 
|that the instructions would be 
issued within the next three or four 
| weeks. 


| “Newspapers fill a need that has | 
been worked up through centuries, | 


and we cannot cut it off here,’’ he 
said. “In an age which has been 
built up to the limit of knowing 
what is going on, we are going to 


, demand newspapers. 


It will take | 


| some time of the war to pass before | 
| we are going to decide to get i 


with less information.” 

Gen. Hershey emphasized that the | 
forthcoming directive does not mean | 
that all press and radio workers 
will be exempted from military 
service, but only that it is possible 
for a local board to defer employes 
in these fields, if they are shown 
| to be irreplaceable. 


Local Boards’ 


The Selective Service System, and 
Gen. Hershey as its chief, have 
come in for considerable criticism 
recently in connection with direc- 
tives on occupational deferments 
for motion picture workers and 
labor leaders. He called the press 
conference at which he disclosed 
his views on press and radio to 
clear up “misunderstandings” which 
he said have arisen since adoption 
of the movie and labor policies. 

He pointed out that deferments 
can be granted only by local boards, 
that all deferments are provisional, 
subject to withdrawal, and “given 
only to serve the national interest 
—not the registrant’s interest.” 
Group or class exemptions, other 
than those already provided by law, 
can be given only through Con- 
gressional action. Occupational de- 
ferments must be reviewed every 
six months. 


Responsibility 


Erie Railroad 
Praises Its Own 


‘Overall Soldiers’ 


Cleveland, O., Feb. 25.—The Erie 
Railroad Company 
series of institutional advertise- 
ments highlighting the relationship 
between railroad, community and 
current war efforts. The series will 
appear in 50 newspapers in on-line 
cities. 

Typical of the new drive is the 
initial ad which stresses the impor- 
tance of men on the home produc- 
tion front, the 
who are backing up Uncle Sam’s 
soldiers in khaki. “In a modern 
war,” the copy says, “it takes 18 
men behind the lines to provide 
supplies, equipment and food for 
each soldier at the front.” 

Erie pays tribute to its own men 
who are working “harder and faster 
than ever before.” Production, plus 


dependable transportation, con- 
cludes the copy, will gain the vic- 
tory. 


Griswold-Eshleman Company di- 
rects the account. 


Klina Studio Expands 


Benton Clark, New York illustra- 
tor, has joined Kling and Associ- 
ates’ Chicago studio. Ralph Apple- 
gate, formerly art director of 
Montgomery Ward & Co., has joined 
the Kling Studios in New York as 
art director, and the studio has 
opened a branch in Indianapolis in 
the Circle Tower blidg., headed by 
Jerry Bowen, a former member of 
the Chicago staff. 


To Alley & Richards 


Carter R. Jones, formerly with 
the copy department of Batten, Bar- 


ton, Durstine and Osborn, New 
York, has joined the copy staff of 


Alley & Richards, New York. 


has launched a| 


“soldiers in overalls” | 


AUTOMOTIVE LOSSES LEAD JANUARY —rog 
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Only retail and general classifications scored gains in newspaper advertising for 
January, compared with the same month of 1941, according to this chart prepared 


by Media Records, Inc. 


Automotive advertising dropped off 64 per cent and 


total advertising for the month was off 4.1 per cent. 


War's Effects on 


Traffic Movements 
to Be Studied 


New York, Feb. 26.—A continu- 
ing study of the war’s effect upon 
circulation of outdoor advertising 
has been put into operation by the 
Traffic Audit Bureau. The analysis 
will be based principally upon 1,000 
master counting stations located 
throughout the nation, which will 
record monthly variations in auto- 
mobile traffic, as well as pedestrian 
movements in important areas. 

Total traffic movement is ex- 
pected to increase greatly as a re- 
sult of expanded production and 
employment, although important 
changes in the type and flow of 
traffic is anticipated, due to war 


conditions. 
Henry M. Stevens, vice-president | 
of J. Walter Thompson Company 


A’s, has 
of TAB. 


and representing the Four 
been reelected president 


| tion 


Other officers elected are: vic 
president, Albert Brown, advert 
ing manager of Best Foods, Ir 
representing the Association of N..- 
tional Advertisers; secretary-trea.- 
urer, Kerwin H. Fulton, preside 
of Outdoor Advertising, Inc., repr: 
senting the Outdoor Advertisi: 
Association. 


Conserves Old Plates 

C. Schmidt Brewing Compa: 
Philadelphia, through its agency, A) 
Paul Lefton Company, Philadelph 
has asked all newspapers carrying 
Schmidt copy to turn over old 
plates to a specified source so that 
they may be melted and used fo: 
war purposes. 


Bureau Adds Ottinger 


John Ottinger, since 1938 promvo- 
manager of Food Field Re- 
porter and Drug Trade News, New 
York, 
promotion staff of the Bureau o! 
Advertising, American Newspape: 
Publishers Association, New York 


has joined the research and 


Trust Co 


than for December 1939. 


England - 
Circulation than 


Worcester 


more 


for 


Worcester 


Industrial 
Payrolls 
UP 


55.9% 


December 1941 compared with Dec. 194 


on industrial index prepared by Worcester Coun’ 


Worcester Chamber of Commece 


FOR TWO YEARS Worcester’s diversified industries have 
been stepping up production in an effort to keep abreas! 
of orders — and most workers in Worcester’s 523 factorics 
now have MUCH more money to spend. Worcester’s indu: - 
trial payroll for December was 55.9 per cent greater than 
for the same month a year ago — 117.9 per cent higher 


This rich and active market — heart of industrial New 
is covered by The Telegram-Gazette alone. 


134,000 daily. Population: 


193,694. City and Retail Zone 440,770. 
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 — fected an 81 to 84 per cent increase The present shortage of me- Ready KDKA FM Unit 
. ° in weaving efficiency on one type of chanics in farm implement dealer Pittsburgh’ ; i 
: ; . sburgh’s new FM__ station, 
The Business Digest motor fabric, with a decrease of 22 service shops has reached such pro-  w75p, affliate of Westinghouse 
Significant Developments in Trade and Industry as per cent in mending costs, reports Portions as to interfere with com- Electric & Mfg. Company’s KDKA, 
= Electrical World for Feb. 21. in an Pletion of the USDA repair cam- will go on the air March 15. 
Reported by the Business Press . Bes Porstsin : , Reta: ae 
mitted be BALE OG. teneaw article describing a fluorescent P@ign and to constitute a threat to —__—_—— 
= . y » McGRAW lighting installation. ihe attainment of the Food for Joins Maynard Boyce 


|management than they had enjoyed 
before the revolution. 

| The choice presented is not that 
of capitalism versus some _ high 


Objects to Quoting on 
Belting Cement for War 
Asserting its position as a “con- | 


scientious objector” to war work, | - : a a 

| £. Rhoads & Sons, manufacturer sounding form of democracy in in- 
of leather products in Wilmington, | dustry, but merely whether our fac- 
Del nen mained te he Gneused fren | tories shall be managed by the men 
uoting on an order of leather belt | who head them at present or by the 
an 't for the Army, according to | Murrays, the Reuters and _ the 
‘ report in Hide and Leather and Bridges in the CIO. 

Shocs for Feb. 21. This is described 7 7 

as the first instance of an industrial Modernized interior lighting in a 
objector. textile mill in Massachusetts ef- 


J. Edgar Rhoads, partner in the 


* * 

In its annual review of the mar- 
riage market, “The Jewelers’ Circu- 
lar-Keystone” says marriages hit a 
peak in 1941. There were 1,547,500 
marriages last year, or an increase 
of 14.6 per cent, based on a study 
of data gathered from the 50 largest 
metropolitan areas. On the basis 
of 25 per cent of jewelry trade com- 
ing directly as a result of marriages, 
that part of the industry’s business 
in 1941 amounted to $131,625,000. 


Freedom production goals, says Im- 
plement & Tractor. Deferred classi- 
fications for these service mechanics 
seem to be in order, the publication 
asserts. 


Adds H. M. Messenger 
Harold M. Messenger, for the past 
seven years advertising and sales 
promotion manager of Thatcher 
Mfg. Company, has joined the ex- 
ecutive staff of American-LaFrance 


and Foamite Company, Elmira, 
N. Y., as sales promotion manager. 


M. C. McCauley, formerly with 
the Denver office of General Out- 
door Advertising, has joined the 
sales staff of Maynard Boyce, Inc., 
Los Angeles. 


75% MORE READABLE 
Artkraft's Exclusive Porcel- 
M-Bos'd Letters 


vARTKRA 


SIGN CO, LIMA, OHIO 


and advertising manager, 


firm 

state that the five partners are 
Quakers and do not want to fill 
orders of a direct military nature, 
the story reveals. The firm has 
also sent notices to its customers 


who are engaged in war work ask- 
ing to be excused from supplying 
materials for direct military use. 
Mr. Rhoads spent some time in 
Poland in 1939 and 1940 as a mem- 
ber of a group of relief workers 
sponsored by the American Friends 
Commission. The Friends organiza- 
tion was the only one permitted by 


Hitler to carry on relief work 
among the Polish people. Mr. 
Rhoads has been known for his 


philanthropic work for many years, 
and immediately following the first 
World War he worked under Her- 
bert Hoover in Germany in the re- 
lief activities carried on there at 
that time. 

Col. Thomas W. Jones, contract- 
ing officer of the Quartermaster 
Depot, Philadelphia, stated that no 
firm is being compelled to fill Army 


orders. 

“We're not telling anybody they 
must fill our orders yet,” the 
Colonel said. “If we cannot get 


goods we need, then we will have 
to commandeer, but I don’t think 
we will come to that.” 

* ‘ * 


first went on the air. 


Sand bags for barricading impor- 
tant buildings in San _ Francisco 
against air raids are being filled 
with a mixture of sand and asphalt, | 
rather than sand alone, according | 
to a bulletin of the American Petro- 
leum Institute. The reason is that 
within a short time the mixture be- 
comes so stabilized that it will not 
run or disintegrate when the bur- 
lap bags are cut or rot away. 

oe * * 


It is suggested by Fred De- 
Armand in Nation’s Business that 
workers’ control of industry is only 
a transition stage between private 
ownership control and the dictator- 
ship of proletarian leaders. At the 
beginning of the Russian Revolu- 
tion, while the owners were being 
liquidated, industries were taken 
over and run by factory committees 
of workers. Once the seizure had 
been made fairly secure the factory 
committees were gradually and 
deftly supplanted by technical di- 
rectors and commissars sent out 
from Moscow. It wasn’t long until 
the workers had no more hand in 


all walks of life 


velt. Harry 


Parade. 


In those twenty years 


London-to-Java news- 
casts. The G-E “palla- 
photophone” of 1922.an in- 
strument which “GY used 
for recording sound on 
film. was the grand-daddy 


of talking pictures. 
WGY kept 
through the years. It was 
the first station in the 
Northeast; it is 


has step 


Great 
today the foremost 


In Clevetand 
THE HOLLENDEN 
In Columbus 
THE NEIL HOUSE 


In Akron 
THE MAYFLOWER 
In Lancaster, O. 
THE LANCASTER 
___In Corning, N. Y. 
' aE BARON STEUBEN 


PRESIDENT 


TW 
WT rae! . 
eet 


20 Years of 
Radio History 


ACK in the days when radio was a low voice 
heard through tightly clasped earphones. heard 
only by a sparse audience of electrical daredevils. GY 


Since that time there have been big days for “GY 
when Edison spoke over our microphone . . . 
Marconi came to visit... when Steinmetz gave his talks 
on science. We have met many interesting people from 
Amelia Earhart. Franklin D. Roose- 
Houdini, Mary 
Bear. We have known a generous portion of the Passing 


WG) 
things. It was the first licensed 50,000-watt station. the 
first to experiment with such “super-power™ as 100 and 
200 kilowatts. From early WGY experiments in ‘round- 
the-world relays have grown today’s New York-to- 


when 


Pickford. Chief Sitting 


has pioneered many 


—_— 


GENERAL @ ELECTRIC 


WGY 


$0,000 WATTS 
SCHENECTADY, N. Y. 
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Fish Leave Times 
Square; Wrigley to 
Dismantle Sign 


Chicago, Feb. 26.—The huge trop- 
ical fish spectacular operated by 
William Wrigley, Jr., Company in 
New York, which has become a 
Times Square landmark in its six 
years of operation, will be dis- 
mantled March 28. 

The spectacular, proudly de- 
scribed as the largest in the world, 
was erected in the early spring of 
1936, and was first lighted on March 
28 of that year. To a public coerced 
into becoming familiar with “eye- 
jerker” signs, the slow motion 
tempo of the fish and the lazy 
bubbles that climbed upward to- 
ward the Wrigley spearman were 
novel and welcome. 
AcE, (March 30, 1936) reported the 
sign’s illumination, and commented 
editorially upon the new trend in 
advertising that the casual tempo 
presaged., 


All materials in the 75 x 198 foot | 


spectacular will be converted to 
war work, and will include 80 miles 
of copper wire and nearly eight tons 
of electrical equipment. The sign 
cost a million dollars to erect, and, 
according to Philip K. Wrigley, 
president of the company, consumed 


enough power to light a city of 
10,000. 
The sign was the only electric 


spectacular maintained by the com- 


pany, said Mr. 


ADVERTISING | 


cast no further reduction of the 
company’s outdoor promotional ef- 
forts. The sign, like all Wrigley 
outdoor advertising, was phhreeal — 
through the Charles W. Wrigley 
Company. It was designed by 
Dorothy Shepard, and produced and 
maintained by General Outdoor Ad- 
vertising Company. 


March Sugar Quota 


Same as February 
The War Production 


Board has| 


fixed March sugar quotas for those | 


who buy from refiners at 80 per 
cent of the amount used or resold 
during March, 1941, the 
amount made available to sugar 
receivers in February. Although 
the 80 per cent figure represents | 
|only about half of the total deliv-| 
ered in the same month last year, 
|far more was delivered than was 
used and resold because of specula- 
tive buying and industrial hoarding. 
| At the same time, WPB amended 
|its order to permit receivers (de- 
fined as “persons who buy from 
refiners”) to purchase hoarded sup- 
plies of sugar from the _ public. 
Amounts acquired in this way will 
| not be charged against quotas. 
| Sugar stocks hoarded by the public 
will be subtracted from amounts 
each person will be able to buy 
under the rationing program to be 


same | 


| 


instituted in March. 


Wingert Joins Garrett 
William A. Wingert, advertising | 
manager of the defunct Philadelphia | 

Evening Ledger, has joined the) 

sales staff of Garrett & Co., Phila-| 


Wrigley, who fore-| delphia vintner. 


Its wal 


wa) be Born 


at the Kyle tf fume 


Two years ago MOTOR AGE came out in 


100°, 
tive service men. It 


new dress——a 


service magazine, for automo- 


picked the right time and the 


right stance, for service is the backbone of the auto- 


motive after-market. 
Further evidence of 


ness is the 


85° in 1941. 
for today. 


\ CHILTON 


Chestnut & 56th Sts., 


fact 
MOTOR AGE’s billing increased 
It’s the “ 


PUBLICATION 
Philadelphia, Pa. 


this timeli- 
that 


natural” 


_ Getting Personal > 


Beachcomber Tom Young, ad director of U. S. Rubber er 
really looked the part when spotted cavorting at the Sea Cliff Yacht 


Club’s annual beachcombers’ ball. 


IT'S ALL IN FUN 


MIDSEAS ON 
Yes COMBERT 
7 BA 


This pair, cast up for the photographer at the annual beach- 

U. S. Rubber Co., 

and Mrs. Young. The affair was held at the Sea Cliff Yacht 
Club and prizes were awarded for the worst costumes. 


comber's ball, are Tom Young, a. m., 


Sam. He has resigned as asst. 


Grant, chain store head, 


ad mgr. 
Company to join WPB’s bureau of industrial conservation. . 
has more than a patriotic 


He has just been appointed chair- 
man of the 
membership 
committee, As- 
sociation of Na- 
tional Advertis- 


ers. Mrs. 
Elinor Pat- 
terson Mark, 


daughter of the 
N. Y. Daily 
News’ J. M. 
Patterson, has 
middle - aisled 
it with Donald 
W. Baker, son 
of a Michigan 
lumber opera- 
Oss 4 
John s. 
Graetzer, Sr... 
has the best 
wishes of the 
entire Carstairs 
organization be- 
hind him as he 
takes up new 
work for Uncle 
of Carstairs Bros. Distilling 
.— * : 
interest in the 


Army aviation corps now that his daughter Shirley has become the 
bride of Lieut. Harrington E. Drake, army flying school instructor. . 
New York commuters from the Round Hill section of Greenwich, 


up Connecticut way, don’t go in for half-way measures. 
line with the government’s tire conservation policy, 


together and now run their own 
bus line to the Greenwich sta- 
tion Among those served by 
the new Toonerville are J. M. 
Mathes, agency head; Joseph 
Wilshire, chairman of Standard 
Brands; Stanley Resor, J-W-T 
president; and Edward J. Noble, 
pres. of WMCA & Life Savers. . . 
Don Chambers, mgr. of West- 
ern Massachusetts Theaters, has 
returned to his desk, having re- 
covered from a long illness. . . 
Stirling V. Couch, WDRC, Hart- 
ford, exec. and his wife are 
among the Miami vacationers. 
Robert C. Vane, publisher of 
the Herald, New Britain, Conn., 
has been named a member of 
the New Britain defense council. 
William Milton Samuel, a 
bright and bouncing baby boy, 
missed being a Valentine by a 
day. His father, Milton Samuel, 
is publicity chief of the Blue 
Network Company in Hollywood. 
M. M. Boyd, NBC central divi- 
sion’s local and spot sales mgr., 
is sunning in Florida. . . 
Raymond E. Fitch, Racine, for 
many years president of the Out- 
door Advertising Association of 
Wisconsin, has been named sec- 
ond ceremonial master of Tripoli 
Shrine, Milwaukee. Bernard 
F. Dudley, staff announcer for 
the Yankee Network, Hanover 
a daughter, Anne 
Earle Ludgin, 


N. H., 
Bradstreet Dudley, 
head of the Chicago agency bearing his name, has 


Right in 
they banded 


~ HOUSE- CLEANING 


= 


Vera Nyman, head of the Soil-Off Mfg. 
Co., Los Angeles, maker of paint cleaner 
and furniture polish, puts her “advertis- 
ing department" to work cleaning the 
kitchen of her new home. The “staff” 
includes Bob Garred, Columbia Pacific 
Network newscaster who broadcasts for 
Soil-Off twice weekly, and (standing) 
Jefferson K. Wood, a. e., Buchanan & Co. 


is receiving otitis on 
born Feb. 16... 


been elected president of the Society for Contemporary American Art, 


an affiliate of the Art Institute of Chicago. 


Time referred to Ludgin 


recently as the most important American collector of the paintings 


of Ivan Le Lorraine Allbright. . . 


COMMITTEE OKAYS 


Oe oC Mellen / 
MOTILER'S DA) 


1942 MOTHER'S DAY POSTER 


" 


2 
: 


Pick Judges for ' 
—— Annual Snapp 
Competition 

Chicago, Feb. Names of the 


| 


five judges who will select the 1949 
winner of the Josephine §& 
Award, presented annually 
1937 by the Women’s Advert 
Club of Chicago, were announced 
here this week. 

Entries in the national com) etj- 
tion, which closes April 5, w be 
judged by Elon G. Borton, director 
of advertising, LaSalle Extension 
University; Prof. H. H. Maynarg 
College of Commerce and Adm nis. 
tration, Ohio State University. 
James W, Young, J. Walter Th 1p- 
son Company; Mrs. Erma P. Pr. etz, 
vice-president, Gardner Advert ing 
Company; and Helen A. H by, 
director, club contact departn ent. 
Advertising Federation of Ame: ica 

The 1942 award will be mac» ip 
June, during the AFA conver ‘ion 
in New York City. 


Hosiery Makers 
‘Simplify Colors 


Lessing J. Rosenwald, chie’ of 


| the bureau of industrial -conse) va- 


tion, War Production Board, rep orts 
/an encouraging response by hos ery 


/will no longer 


manufacturers and retailers to the 
WPB request for color simplii ca- 
tion. Answers from the industry 
indicate that most manufacturers 
accept orders for 


| special shades, nor will retailers ask 
|for them. 


| 


| 
| 
| 
| 


| 


Indicative of the saving in color 
dyes and the drastic reduction of 
the number of shades offered was 
the reply from one manufacturer 
who reported he had cut color va- 
rieties from 75 to four. 


Kudner Loses Suit 


The Florida Supreme Court has 
upheld Comptroller - General J. D 
Lee in his refusal to pay a printing 


| bill of $10,796 to Arthur Kudner 


Inc., New York, for a Citrus Com- 
mission bulletin printed outside the 


state when the Kudner agency di- 
rected the Florida Citrus Commis- 
Lee contended & 
state 


sion account. Mr. 
that the law required all 
printing to be done 
while the agency 


in the state 
argued that the 


bill was principally for advertising 


rather than printing, and that the 
state law did not apply. 


Seropan Joins KPO 

J. Milton Seropan, formerly sales 
manager for Paul Stanley & Co 
San Francisco, has joined the sales 
staff of KPO, San Francisco. 


Adds H. C. Higginson 


Halcyon C. Higginson, former) 
production manager of Lavin Com- 
| pany, Boston, has joined Daniel F 


| Sullivan Company, Boston. 


New 
Che: 


PRC 
SHE 
P 
Ame 
tar 
pror 


MOTOR 
AGE 


IN PHILADELPHIA _ 


vr" E4 


: "SELL THROUGH WEIL 


committee; George J. Hecht, 


Magazine; Mrs. Wendell L. Willkie, 


A patriotic tribute to the nation's mothers features the 1942 poster adopted by 
the National Committee on the Observance of Mother's Day, May 10. Viewing 
the poster here are (left to right) Irving K. Edwards, executive director of the 
committee chairman and publisher of Parents’ 
and the artist, Lt. 
Barclay, U. S. N. R. 


Comm. McClelland 
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Roundup of Advertising Promotions in the Test Stage Ad Tax Prop osals hardest, and national media affected ™ 
—_ Whether special radio ; i out- eee 
Chestertield Tests ee pon a Vac, the Nutri-Vac Company has door : noni will be. Roe r is 


s «8 
launched a test campaign in news- Due for Airin problematical. The House agreed to 
papers of several cities. drop its plan to tax radio only upon 


z ?-Minute Spots in OFFERS CEREAL TABLETS Copy is headlined “Don’t Be a the assurance that the subject would 


. . , - : so . 7 
) 4 . A Toronto, Ont., Feb. 26. Large Vitamin ‘Guess-a-poo, which is be studied further and a more 
D C! icago red space newspaper copy, supported by described as a person who guesses a ouse Caring equitable formula determined. A 


e Chicago, Feb. 26.—After a pro- window and counter cards, is being Which vitamins and minerals he . franchise tax, possibly based on 
g longed absence from the spot radio used in the St. Catharines, Ont., needs instead of using scientific (Continued from Page 1) population within a station’s pri- 
4 seli, Liggett & Myers Tobacco market to introduce a new vitamin facts. Instead of buying several eiesbehy* Lies cite: ee: Sila 9 il mary listening area, has been sug- 
- : food supplement, Vi-et, to Canadi- varieties of capsules and tonics, the : may 8 pal gested. 

; Company has Started a test cam-| ans. ad continues, “you can now get full Advertising might be included in Sissine Qtated 

e paisn for Chesterfield cigarets The product is made from cereal minimum requirements of eight such provisions, as Rep. Carl Vin- increased Taxes Slate 

r uti'izing four stations in the Chi- grasses and sold in tablet form. It vitamins and minerals in vacuum °°" has suggested in his bill. With $7,000,000,000 to be raised, 
n cag) area. First of the transcribed|j,; manufactured in Canada by packed Nutri-Vac for a fifth of this Flat Tax Suggested virtually every type of taxation is 
i, spo's was used Feb. 16, and the | Cerophyl Laboratories, Inc., with cost.” A coupon urges consumers slated for increased rates. A with- 
” schedule runs to March 15. Fre- | offices and plant in Wallaceburg, to send a dime to the company for One suggestion which has re- holding tax, which employers would 
y; quency ranges from 65 to 70 spots | Ont., and its head office in Kansas a sample of the vitamin product and ceived consideration is that a flat pay directly to the Treasury with- 
)= a week. City, Mo. Tandy Advertising a 24-page booklet, “Nature’s Mighty tax be levied on all advertising ex- out wage earners ever seeing that 
zZ, Stations being used for the test| Agency, Toronto, is placing the Millions.” penditures, or perhaps all budgets portion of their income, will come 
ig include WAAF, WCFL and WJJD,} campaign. Guenther - Bradford & Co., Chi- above a certain figure. Such a tax in for considerable discussion. Com- 
y, Chicago, and WIND, Gary, Ind. The cago, handles the account. might be graduated, as were the pulsory bond buying is another sub- 
t, transcriptions are Gilbert and Sulli- TEST NUTRI-VAC COPY - - proposed levies against radio and ject due to be mulled. 

a. van and popular airs refurbished |_ Wauwatosa, Wis., Feb. 26. — Of- Adds Spool Account outdoor advertising which were re- Hearings are expected to drag 
Hy) with Chesterfield lyrics, and run for fering a triple - your - money - back Hubbard Spool Company, Chi- jected by the Senate in the last tax along for many weeks, and it will 
7 two minutes. guarantee to any dissatisfied user cago, has named Spencer W. Curtiss, bill. Ll nder such a system the big- probably be mid-summer before 

Chicago station men and repre- of its dietary supplement, Nutri- | Inc., Chicago, as advertising agency. gest advertisers would be hit the final action is taken 


sentatives found the two-minute 


spots unusual, although New York 

is accustomed to them, particularly 

since Lucky Strike has been a re- 
- cent user. Some years ago Luckies D 
ts used two and two and one-half F 
ry minute transcribed shows in this u antries 
he are: . i. 
a- Chesterfield’s entry into the spot 
ry announcement field created consid- 
TS erable interest among station rep- 
= resentatives, many of whom are y 
sk eagerly awaiting results to see if Or 1}2 WWI 
or Chesterfield will add spot radio as J 0 
of a regular advertising medium. With 
as no accurate data, there are nu- 
er merous rumors to the effect that 
‘a- Chesterfield may start an extensive 

spot drive if the test is satisfactory. 

Except for a short-lived spot test 

in the South two years ago, Ches- 

terfield has not attempted a_ spot 
_ campaign, although Lucky Strike, 
A Old Gold and Pall Mall have used 
er spot announcements’ extensively. 
m- Newell-Emmett Company is the 
the Chesterfield agency. 
di- 


is) PROMOTES AIR RAID 
()) SHELTERS FOR HOMES 


ite Providence, R. IL. Feb. 26. 
the American Bombshelter Company 
ing tarted small-space advertising this 
the 


week in the Providence Journal, 
promoting its air raid shelters for 
private homes. 

Test advertising already con- 


iles ducted in the Newport and Wick- 
<0 ford, R. I., areas has proved very 
iles 


successful, according to Edward M. 
Shannon, president and general 
manager. Various types of copy 
will be employed in the Journal for 


rly an indefinite period. 
ym- One ad, of 170 lines, illustrates 
| F the bomb shelter, offered at $250 


completely installed. It is made of 


— precast concrete sections, sunk four 
feet underground, with  water- 
proofed walls and domed roof. FHA 
financing is offered, with the privi- 
lege of paying for the shelter in 18 
monthly payments. The war-born 
product has been tested and ap- 
proved by Brown University, offi- 
ad 
‘. 
Born of ignorance and fostered by selfishness, the sin of create one—that no one need sutter it all will do their part. 
hoarding can be dealt with only through education. But It was only a brief lesson——but listeners took it to heart. 
education is often a long and tedious process, and America’s Only a quarter-hour in a Sunday afternoon schedule—but 
war effort can’¢ wait! To reach the minds and hearts of we can think of no better use for such minutes than to help 
| thousands of listeners quick/y, W JR recently devoted an them speed the hour of Victory. i 
\ . entire “In Our Opinion” forum to this vital subject. % 
| F é A 
is YOUR Surprised listeners learned from news and marketing experts 
‘ he 
led by WJR’s News Editor, that full pantries might mean : 
BEST BET! empty guns; that it takes a pound of sugar to produce a 
+ pound of explosives. They learned, moreover, that no true 
- . - . 4s j _ 
shortage of sugar exists—that only fear and selfishness can se 
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LEXINGTON AVENUE — 
yess city, 8.1. BASIC STATION...COLUMBIA BROADCASTING SYSTEM Edward Petry & Company, Inc. 
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Listening Post 


The possibility of official sugges- 
tions that it is unpatriotic to smoke 
or drink under war conditions has 
arisen since Undersecretary of the 
Treasury Daniel W. Bell declared in 
a broadcast that such luxuries as 
“smoking, drinking and _theater- 
going’ must be given up if this 
country is to finance a successful 
war. Apparently, Mr. Bell would be 
willing to forego tobacco and liquor 
tax receipts in return for the op- 
portunity to persuade the public to 
use cigaret and cocktail money to 
buy bonds 


Now that refrigerator production 
has been ordered brought to a dead 
halt by April 30, the next products 
slated for similar War Production 
Board curtailment orders include 
toasters, waffle irons, electric irons, 
and electric grills. Washing ma- 
chines and vacuum cleaners are 
already being restricted, and further 
cuts await only the uncovering of 
war assignments these’ industries 
can handle. 


If you wonder at the tremendous 
quantities of clothing the Army is 
buying, remember that war is hard 
on garments. During periods of 
hard fighting in France in the last 
war, the average doughboy needed 
replacements of woolen socks every 
23 days, underwear every 34, coats 
every 79, and blankets, flannel shirts 


and wool breeches every’ two 
months. 
foo —— 


For OUTDOOR & 


ADVERTISING 
IM WEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or , 


HIGHWAY DISPLAYS-INC 


POUGHKEEPSIE - WN. Y. 


= 


FEREREREEEE 


While the rubber industry is 
struggling with the problem of syn- 
thetics for tire manufacture, satis- 
factory products are already being 
developed for other applications. 
The Dewey & Almy Chemical Com- 
pany, Cambridge, Mass., which has 
been making inner soles for shoes 
containing a rubber composition, 
has just announced through Boot & 
Shoe Recorder a Darex inner sole 
which uses a new synthetic bond 
and contains no new or reclaimed 
rubber. 

“These new Darex inner soles,’ 
the company says, “are the answel! 
of our research laboratories to the 
rubber shortage.” 

Another new development in the 
same field is promised by the Brown 
Company, of Portland, Me. 


Slated for issuance the first week 
in March is the Office of Defense 
Health and Welfare Service’s new 


nutrition program, which has been | 


developed in collaboration with the 
Associated Grocery Manufacturers 
of America. New posters and other 
vitamin material will be offered, 
and a strong effort made to get ad- 
vertisers to spend their own money 
to promote better promotion. As 
usual, Uncle Sam won't pay for any 
space. 


It may not be long before a slogan 
something like “Save the surface 
and you save all”’ makes its appear- 
ance in the automotive field. Sev- 
eral companies are known to be 
interested in non-rubber coatings 
for tires which would be applied 
periodically, like wax is applied to 
floors or polish to furniture. At 
least one product of this” kind, 
which is said to prolong tire life 
| considerably, is already being man- 
|ufactured by a wax company, but 
‘isn’t being pushed yet because of 
the container problem. 


| 4 ws * 


War makes censors out of the 
strangest people. Customs officers, 
in connection with their scrutiny of 
motion picture films to be exported, 
will henceforth review all advertis- 
jing and publicity prepared for ex- 
ploiting movies in foreign markets 


The trick is to find 
someone in Baltimore 
Who Does Not 
listen to WFBR! 


* WBOC,-Salisbury * WJEJ, Hagerstown * 
Mutual and Maryland Coverage Network 


NATIONAL REPRESENTATIVE: 


— 


JOHN BLAIR & CO. 


}week, as 


| and the 


San 


7 A MARKET BASKET | 
5 Y Market Basket 


LOW COST 


VITAMINS FOR VICTORY | 


SAVORY LIVER 


MAKI 
Every Vitamin 


COUNT 


- = : = ——— 


* 


THE HARTFORD ELECTRIC LIGHT COMPANY 


Menus for a complete meal are featured 

in a new Victory Market Basket series 

scheduled in Connecticut newspapers by 

Hartford Electric Light Co. Plans call 

for continuation of the series for some 
time to come. 


Shortwave U. S. 
Radio Programs 
to Troops Afield 


New York, Feb. 26.— Troops 
guarding Uncle Sam’s ocean out- 
posts assumed increasing impor- 


tance as advertising prospects this 
network broadcasters 
started rebroadcasting special short- 
wave transcriptions directly to them 
on 18 and 26-week schedules. The 
recordings will be aimed particu- 
larly at American troops in Iceland, 
Ireland, Panama, Alaska, Hawaii 
Far East, being beamed 

NBC shortwave stations 

New York, and 
Francisco. 

R. J. Reynolds Tobacco Company 
will launch a rebroadcast series of 
“Al Pearce and His Gang” on Feb 
28. The transcriptions will be short- 
waved on Saturdays at 1:30 p. m., 
EWT, for 18 weeks through William 
Esty & Co. The following day, 
March 1, recordings of S. C. John- 


from foun 


located in Boston 


son & Son's “Fibber McGee & 
Molly” will go on the air, also for 


| American 


~ 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives 
cash with order 


“Positions 
Available,” 


Wanted,” 
30 cents a line, 


“Representatives Wanted,” ang 
minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 


| $4.75 per inch. 


MISCELLANEOUS 

Periodical Printing 
We are equipped to handle a maga- 
zine or periodical printing job at our 
Poughkeepsie plant Hoe Magazine 
Press, Saturday Evening Post size, 
using newsprint. Address inquiries to 
Agriculturist Printing 
Poughkeepsie, New York At- 

FRED W. OHM 


Plant 
tention 


HELP WANTED 
IWANT A STIYMIED SECRETARY 


Susy one man New York publisher 
needs secretary who wants to go 
places with her brain She'll be wreut 
on detail, have editorial, advertising, 
direct mail experience, be wood « 
spondent, run my oftice She'll 
hard, long hours at that challenging 
job she’s dreamed of Here's fun, ex- 
citement, opportunity knocking for 
you at $25.00 per week, more later 
Lots of detail in your letter please 

Box 3632, ADVERTISING AGE, N. Y 


| 


HELP WANTED 
PRINTING SALESMEN AND 
BROKERS 
Several desirable franchises ope 
Middle West states to represent 
cago corporation on offset and p 
graph printing. Write fully o 
perience and territory covered, 
Box 3629, ADVERTISING AGE, ( 
POSITIONS WANTED 

Capable advertising man; cop) 
ing, layouts, selling; desires P 
Northwest connection, 
tox 3628, ADVERTISING AGE, ( 


a 


Alert Ad Man—20—Able at cres ‘ive 
work—Layouts or Production—S. les 
ability—% years exp.—3 years wn 
business Looking for opport ty 


with agency or manufacturer. 

Box 3630, ADVERTISING AGE, C. go, 
EXECUTIVE, SALESMAN WITH 
midtown office seeks suitable cor C- 


tion or representation. N, L. Hue! h 
67 West 44th St... New York | 
MUrray Hill 3-0386, 


‘Brewster Boy’ 
Shifted; Renew 
‘Thin Man’ 


New York, Feb. 25.—Quaker Oats 
Company will shift “That Brewster 
Boy,” now heard Mondays over the 
NBC-Red, to CBS starting March 4. 
Aired for Quaker Oats food prod- 
ucts, the show will be heard 
Wednesdays from 7:30 to 8 p. m., 
EWT, over 66 CBS stations, with a 
rebroadcast at midnight. Ruthrautf 
& Ryan is the agency. 

Renews “Thin Man” 

Andrew Jergens Company has 
renewed “Thin Man” for 52 weeks 
over a network of 78 NBC-Red sta- 
tions. The show is heard Wednes- 
days from 8 to 8:30 p. m., EWT, for 
Woodbury products. Lennen & 
Mitchell is the agency. 


Serial to Resume 


an 18-week period. The “Fibber 
McGee” rebroadcast will be aired 
Sundays at 9:30 a. m., EWT. through 
Needham, Louis & Brorby, Chicago. 
Week ends were chosen since 
greater numbers of the armed forces 
are likely to be off duty and able 
to listen in. 

On March 8 Miles 
will inaugurate a 26-week series of 
“National Barn Dance” shortwave 
rebroadcasts for Alka-Seltzer. 
diers outside continental 
States will be able to listen in Sun- 
days from 10 to 11 a. m., EWT. 
Wade Advertising Agency, Chicago, 
places the account. 

The three shows are regularly 
heard over NBC-Red networks. 
Stations WRCA, New York: WNBI, 
New York: WBOS, Boston: and 
KGEI, San Francisco, are the short- 
wave outlets used 


\ for rebroadcast- 
ing. 


FTC Order Names 


West Coast Publisher 


Clarence B. Council. trading as 
Metals and Minerals Research Bu- 
reau, San Francisco, publisher of 
the “Mining Manual,” has received 
a Federal Trade Commission cease- 
and-desist order banning false or 
disparaging statements as to the au- 


thenticity or value of a competing 


publication, the 
issued by Atlas 
pany, New York. 

Mr. Council, who formerly oper- 
ated as Statistical Research Bureau. 
belittled the reliability of the com- 
peting publication and claimed that 
his manual was superior to that put 


out by Atlas, according to the FTC 
order. 


“Mines Register,” 
Publishing Com- 


Doremus Adds Kelley 

William J. Kelley, 
count executive with the Hawley 
Advertising Agency, New York. 
and secretary of the company, has 
joined the copy staff of Doremus 
& Co., New York 


formerly ac- 


Laboratories | 


Sol- 
United 


The Guiding Light, dramatic 
serial story, will return to the NBC- 
|Red March 17, being aired at 2:15 
. m., EWT, Monday through Fri- 
day, under sponsorship of General 
Mills Inc. The program will become 
part of General Mills’ Gold Medal 


| 


Hour. Knox Reeves Advertisin 


directs the account. 
Mars Drops Dr. I. Q. 


Mars, Inc., Chicago candy manu- 
facturer, will relinquish sponsors i; 
of the quiz show, Dr. I. Q., after 
March 30. The program is heard 
Mondays, 9 to 9:30 p. m., EWT 
over the NBC-Red. Grant Adver- 
tising is the agency. 


va 


Planta to “News Herald’ 

Edward S. Planta, for the past | 
years business manager of the Daily 
News, Nelson, B. C., has been named 
general manager of the Vancouver 
News Herald. 


. “ af 

Haire Buys “Gloves 

Haire Publishing Company, Ney 
York, has purchased Gloves 
Gloversville, N. Y. The publicatior 
will be merged with Fashion Ac- 
cessories, beginning with the Marc 
issue. 


Heads Wilson Bros. 


Harold Mittelstadt, formerly vice- 
president and general manager 0! 
Wilson Brothers Men’s Wear, Chi- 
cago, has been elected president 0! 
the company, succeeding Charles G 
Little, now chairman of the board 


¢ THERE IS AVAILABLE TO NA- 


TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 

B ORGANIZATION COULD BE USED 

S ADVANTAGEOUSLY BY YOU 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION 
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aH} AGVertising ....ccccccscccccccccce 
automotive Industry .............. 
PRSOOUMOS CURB snc cc nsecessccsesees 
PEUGHO srebecesevsevsess 

POR Githith eas oa40eseas + 

Parts and Equipment......... 


bricants and Petroleum Prods 


Building Materials 


Tobacco 


ygars, Cigarets, 
lothing and Dry Goods........ 
tionery and Soft Drinks 


Druss 
POLOS GROOEE bccceune nie dass 
: Drugs and Druggist Supplies 
“ err ee 
j F and Food Beverages. 
" DO stece ehbebsaWeseestecnacaeeeee 
Ne anes dw wa whe eh ale 
Furniture and Furnishings.......... 
fewelry and Silverware. Teer errs 
= Machinery and Mechanical Supplies. 
DIGME § keeteseeceecsess eee , 
offi PEE Cer e rrr Tre 
Pai! and Hardware... - 
shi and Shoe Furnishings 


soa and House-Keepers’ Supplies 
Goods 


Spo me GOOGES .cceseses 


Stationery and 
Tra and 


This tabulation, showing what happened to magazine advertis'ng, by 
ped by Crowell-Collier Publishing Company. Magazine advertising as a whole went up steadily during the period, until 


deve 


and Toilet Goods.............. 


1914 1915 1916 
$26,368,384 $26,509,553 $25,093,398 
4,115,134 5,004,530 8,417,163 
2,149,150 2,702,936 4.336.433 
183,089 137,173 447,922 
776.146 959.620 1.730.443 
1,006,749 1,204,703 LST OG¢ 
$20 328 212.042 50.940 
856,510 S4,470 1,247,090 
1,147,469 1,644,007 1,331,715 
> 805,512 » 409 832 2,664,856 
781.966 452.842 »18,148 
. 2,767,708 2,543,076 3,555,611 
2,274 7 2,139,325 2,694,125 
493,371 403,751 861,486 
SS7,640 $14,896 1,054,382 
3,957,030 4,044,997 4,298,214 
3,721,364 3,808,048 4,019,796 
236,949 278,418 
1.931.088 1,596,603 2,102,431 
868.650 948,959 969,757 
178,732 147,480 350,255 
717,886 835,008 1,706.09 
428,482 651,72 
618,453 634,543 
332,084 605,697 
137,116 97,425 
513,850 458,177 408,427 
1,032,930 965,279 1,613,449 
746,93 TS3,986 1,045,203 


in 1919, the first full post-war year, it totaled nearly three times the 1914 volume. 


HOW MAGAZINE ADVERTISING FARED IN WORLD WAR | 


1917 1918 1919 
$44,628,806 $48,643,563 $78,025,145 
10,174,786 8,865,162 14,751,957 | 
3,719,819 2,010,898 4,031,314 | 
704,401 1,013,435 1,903,450 | 
2,819,872 2,715,816 4,335 
2,804,040 2,934,199 4,232,775 | 
419,948 451,680 718,969 | 
1,799,014 1,875,660 3,350,301 
1,117,836 1,060,881 1,775,189 
2,922,040 3,847,580 6,341,207 
653,881 539,699 1,705,403 | 
4,952,722 6,737,919 9,402,601 
83.660 556 5.348.576 7,671,749 
1,292,166 1,389,34 1,730,922 
1,224,229 1,696 2,150,974 
»,995,340 7,67 11,970,642 
», 308,276 7,412 11,363,849 
287.064 265,572 606,793 
2.844,640 2,949,648 5,601,695 | 
1,553,037 1,200,427 1,646,419 
871,506 1,239,637 2,049,515 
1,932,503 1,680,180 2,142,257 | 
762,210 861,298 1,465,970 
1,082,694 1,437,796 2,176,376 
1,232,701 1,189,881 1,615,208 
1,378,842 1,720,605 2,904,853 
611,735 622,564 696.712 
1,586.66 1,426,573 2,531,021 
1,220,898 758,261 1,105,578 


classifications, year by year, from 1914 through 1919, was 


| Crowell Charts 
" | Magazine Linage 
~ } During 1914-19 


New York, Feb. 25.—The most 
comprehensive analysis of magazine 
advertising during the World War I 

u- era yet developed was released this 


| week by Crowell-Collier Publishing 
tel Company, which compiled figures 
rd for the years 1914 to 1919 inclusive 
T from “National Markets and Na- 
r- tional Advertising,”” a market book 

which the company published annu- 


ally from 1923 to 1930. 

Taking the total volume of 1914 
$26,368,384—as the base, magazine | 
advertising went upward year by 
year during the period studied until 
it hit $78,025,145 in 1919, giving that 
year an index of 296 compared with 
the base year 1914. 

American industry as a whole, | 
» Crowell-Collier reports, increased | 
Ve its magazine advertising during the | 
ves last war, with certain exceptions, 
among them passenger cars and 
cigarets, which went down during 
both war years (1917 and 1918), 
and tires, silverware, shoes, musical 
instruments, travel and amuse- 


ments, which went up in 1917 but 
down in 1918. Foods, toilet goods, 
soaps and housekeeping supplies, 


clothing, paints and hardware, and 
office equipment showed especially 
large increases for both war years. 
A detailed analysis by classifica- 
tions for each year appears in the 
wccompanying tabulation. 


York to Stensgaard 

W. P. York, formerly head of 
W. P. York, Inc., Aurora, IIl., dis- 
play material maker, has joined the 
executive staff of W. L. Stensgaard 
and Associates, Chicago. The York 
company has been liquidated and 
the property leased to Elgin Na- 
perp Watch Company for war pro- 
auction. 


ALITY. 
UALITY 4 
UALITY 


Aurence ine. 
PHOTO ENGRAVERS 
547 S CLARK STREET 
CHICAGO, ILLINOIS 
WABASH 6284 


ager 
now 


Kit Feature New 


(Picture on Page 1) 

Chicago, Feb. 26.—A new patriot’s 
contest offering $10,000 maturity 
value defense bonds and stamps and 
four-piece knitting pre- 
miums were launched in The Ameri- 
can Weekly this week by Swift & 
Co. on behalf of Sunbrite cleanser. 

The opening gun, a four-color full- 
page, is being supplemented with 
copy in Family Circle, Woman's Day 
and Woman’s Home Companion. 
Radio may come into the picture 
later, but is not scheduled now, nor 
are newspaper insertions. 

The contest offers a first prize of 
$2,500 for 25 words completing the 
sentence “I am glad I live in Amer- 
ica because . . .”’ To be eligible, each 


sets as 


Bond Contest, Knit Ebbert 


Ralph 


to Carrier 


Ebbert, formerly manager 


of the Brooklyn and Long Island 


| Automobile Dealers Association, 
has joined Carrier Corporation, | 
New York, as director of public} 


Sunbrite Promotion 


| 


entry must be accompanied by three | 


Sunbrite labels and must 
company before midnight 
As an unusual feature, Swift will 
devote one cent for each contest 
entry sent in to a recreation 
for the armed services. 

The left side of the full-page is 
devoted to Swift’s new premium 
offer, a knitting set comprised of a 
red and blue plastic yarn ball 
holder, two No. 6 size needles, and 
an instruction book titled “How to 
Knit for Victory.” The premium is 
offered for three Sunbrite labels and 
35 cents, and one cent of each 35 
also will be devoted to the Service 
recreation fund. 

The company states in a copy 
block giving the expiration date of 


reach the | 
April 4. 


fund 


| 
| 


the offer, June 1, that if war condi- | 


tions or government priorities inter- 
fere with the premium, the right is 


reserved to discontinue the offer 
without notice, refunding the 
money. Substantial quantities of 


the knitting sets, the company says, 
have been ordered and “every effort 
will be made to fill orders after this 
quantity is exhausted, but delivery 
cannot be guaranteed.” Needham, 
Louis & Brorby directs the account. 


Comet Mills Expands 
Campaign for ‘42 


Increased linage and new markets | 
are on the 1942 program of Comet}! 
Rice Mills, Beaumont, Tex., follow-| 
ing a successful campaign which| 
boosted sales of Comet brand rice} 
40 per cent last year, the largest! 
increase in the company’s history. | 

Newspapers will again carry the 
bulk of the advertising, but copy 
also will appear in Good House-| 
keeping and Life. Leche & Leche, 
Dallas, is the agency. 


Phelps Named V-P 


Norman J. Phelps, with Matteson- | 
Fogarty-Jordan Company for the| 
past two years, has been named 


executive vice-president of the Chi- 


cago agency. The company name, 


effective March 1, has been changed 
to Fogarty-Jordan-Phelps Company. 


Skach to Keller 


Joseph Skach has joined D. F. 
Keller & Co., Chicago printer and 
lithographer, as production man- 


He was formerly with Rose- | 
Company, Chicago 


id 
* 


Se 


relations, 


‘ 


;}moted in June. 


Cotfon Industry 
Plans National 
Drive in Summer 


(Continued from Page 1) 


the May issue of Good Housekeep- 
ing. Another full page is scheduled 
for the June Woman’s Home Com- 
panion. The insertions will be 
backed by the Council’s current 
campaign in fashion magazines and 
business papers. 

With a slogan of “Cotton Fresh- 
ness for Fighting Trim,” the drive 
will be built around the basic theme 
of the washability and durability of 
cotton fabrics. Women’s cotton 
dresses will be featured in the May 
advertisement, with both women’s 
and men’s sportswear to be pro- 
Manufacturers and 
other interested organizations will 
be asked to cooperate in the cam- 
paign. 

Announce to Trade 

Initial announcement of the 
vertising to the retail and textile 
trades will be made in the March 19 
issue of Women’s Wear Daily, with 


ad- | 


a double-page insertion. Council 
officials plan to do a thorough mer- 
chandising job on each of the 
monthly promotions, supplying sales 
material and other aids to stores. 
Included are window displays fea- 
turing the slogan, copies of the page 
ads, layouts for newspaper adver- 
tising which ties in with the drive, 
mats of the slogan, radio spot an- 
nouncements, and electros of the 
American Cotton emblem promoted 
extensively by the Council during 
the past two years. 


Tie in 50 Stores 


Council members include farmers, 
ginners, warehousemen, compres- 
‘sors, merchants, cottonseed crushers 
and cotton spinners. Ed Lipscomb, 
director of the Council’s domestic 
consumption section, said that more 
than 50 major stores have started 
plans to tie in with the May dress 
promotion, and the program will be 
i'merchandised during the next few 
|weeks to more than 6,500 depart- 
|ment stores. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


440 8S, Dearborn St. Wabash S655 


(/ 


TT 


ae 


ensal 


nm 


D 


... then Roscoe ripped the red tape 


R' ISCOK was bogged 
tails. Who... what... 


Red-tape routine took 


where ... how? 


up most of his time, while important 


jobs cried for attention 


Then Roscoe found a 


organize his work, clear 


his desk of details. How? He sent for 
the time-savers described below. They 
are offered to you—free. Mail coupon 


for the ones you want today. 


1. “21 WAYS TO KEEP A CLEAR DESK.” 


avoid “junk heap” desks. organize your work. 
Gives you specific, tested ways to clear away 


down with de- 


eo oer 
when to operate your 


4. “GOOD STENCIL DUPLICATING” 
message quickly, economically, Shows how 


helps you broadeast 


equipment at peak efficiency. 


Analyzes stencil process with practical tips 
for operator. Tells how to get 3.000 and more 


clear copies from one steneil. 


simple way to 
his mind and 


Shows how to 


details, step up efficiency, pin down responsi- 
bility. Outlines proven time-savers to help 


men in 6 different office jobs. 
2. “HOW TO DESIGN A BUSINESS FORM.” 
how to design up-to-date printed forms that 
what's to be 


assign work, tell 
and how to do it... and 
done right—and on time. 


check list to test your forms, uncover needed 


improvements. 
3. QUICK WAY TO ORDER PRINTING. | 


order sheets are ruled for quick, accurate 


layout of printed forms. 


errors. misunderstandings, expensive altera- \ 

tions. Provide all information essential to \\ 

ordering. Specify pica or elite typewriter 4 

spacing. . Name 
\ Position : 

ples 

eo 

NG Z om : 4 

we vez ‘ t wag 

aie + : 

ca se r . 


Booklet shows 
done. when 
make sure it gets 


Booklet 


carries 


landy layout and 


They 


5. NEED COPIES QUICKLY? 
duplicator machine. “Duplicator Facts” show- 
how to get best results on either, Tells how 
to select duplicator copy paper. Also get the 
Operating Guide. a handy trouble-shooting 
chart to help you get clearer copies. 


‘or 
Paper — 


Use your gelatin or spirit 


6. HOW TO SELECT THE RIGHT PAPER. File -size sample 
books of Hammermill Bond, Duplicator and 
Mimeo-Bond help you choose quickly the 
correct color, finish and weight of paper for 
office stationery. 


USE THIS 
VALUABLE COUPON 


—_ * 
pany: _ “checked \ 
the office | s(_) 
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ADVERTISING AGE 


Tj 


Morrell Ready 
with Dehydrated 
Dog Food Product © 


(Continued from Page 1) 


food will mark the beginning of his 
second 13-week cycle on the basic 
Red and West Coast nets. His pro- 
gram will continue without inter- 
ruption, and each will place slightly 
more emphasis on the dehydrated 
product, until it actually gets into 
dealers’ hands. 

The new form has already been 
through all the necessary laboratory 
testing stages and has also been 
proven in actual kennel use, accord- 
ing to Morrell. Its ability to keep 


without spoiling and without the| 
aid of refrigeration has also been 
proven, it is said. As a result of 


these satisfactory tests, Morrell be- 
lieves it has something really worth 
shouting about, and indicates that a| 
heavy promotional campaign will be | 
placed behind the dehydrated prod- 
uct just as soon as manufacturing | 
and distribution difficulties have 
been solved. In the meantime, Bob 
Becker’s show will bridge the pro- 
motional gap. 

Henri, Hurst & McDonald, Chi- 
cago, is the Morrell agency. 


Acquires Nelson Mason 


Philbin, Wrangell & Coine, 
Tampa, has acquired the interests 
of Nelson Mason, bus and street 
car advertising, throughout north- 
ern and central Florida and Savan- 
nah, Ga. Nelson Mason also has 
branches at Jacksonville and Savan- 
nah. 


WANTED ... An EDITOR 


Lona established magazine in an 
essential food industry wants NEW 
EDITOR with background, experi 
ence and ability. A really unusual 
opportunity available to the right 
man to head a staff of ext erienced 
environ 


associates in congenial 


ment. Previous editor with us 12 
years. The publication is a leader 
in its field, located west of Pitts 
burgh, national paid circulation, 


arrying over |,000 pages of adver- 
tising per year. 
is probably 
enough to 

based on and young 
enough to use modern methods of 
editing and publishing. Salary will 
be with importance 
of the position. All replies strictly 
confidential: full references ex 

changed. If you are a BIG MAN, 
familiar with food production and 
marketing, with high principles and 
an aptitude for writing and speak 

ing YOU ARE URGED TO WRITE | 


US in detail. 


The man we want 


now emt loved, ola 


have sound 


experience 


judgment 


commensurate 


Box 3631, Advertising Age, Chicago 


Broad Charges 
Lodged Against 
Kruschen Salts 


Washington, D. C., Feb. 27.— 
Sweeping charges of false advertis- 
ing of Kruschen Salts were made 
by the Federal Trade Commission 
today in a complaint against E. 
Griffiths Hughes, Inc., Rochester, 
N. Y. FTC alleges that the product 
is potentially dangerous, and is not 
an effective obesity remedy. 

In one of the broadest 
ments brought against any 
preparation, FTC not only brands 
chief Kruschen claims as false but 
charges the advertiser with 


indict- 


also 


drug | 


concealing dangers involved in the} 


use of the laxative by representing 
that it can be used safely, in con- 
trast to calomel or other risky 


drugs. 
Specific claims attacked in the 
complaint include the representa- 


tion that the salts will reduce fat 
promptly and safely when taken as 
directed, and that use over a 30-day 
period will cure liver disorders or 
other ills. FTC asserts that Krus- 
chen Salts have “no substantial 
therapeutic value in excess of laxa- 
tive or cathartic properties,” and 
that taking in the manner directed 
“will interfere with the normal di- 
gestive process, thereby tending to 
produce indigestion rather than to 
correct such a condition.” 

The complaint further charges 
that Kruschen advertisements are 
false in that they fail to reveal that 
the drug is an irritant laxative or 
cathartic, depending upon the size 
of the dose, and is 
dangerous when taken by one suf- 
fering from abdominal pains or 
other symptoms of appendicitis. Its 
repetitious use, according to FTC, 
may result in dependency upon a 
laxative. 


Adds State Account 

The Colorado state revenue de- 
partment has awarded a $6,000 con- 
tract to Max Goldberg Advertising 
Agency, Denver, for a newspaper 
and radio campaign to increase col- 
lections and educate the public to 
the state use, income and personal 
property taxes and procurement of 
drivers’ licenses. The campaign will 
run through July 31. 


Drops Sixth Edition 

The Daily Journal, Philipsburg, 
Pa., has dropped its Saturday edi- 
tion for the duration, and will pub- 
lish five days a week “to help con- 
serve materials so essential for a 
successful conclusion of the war.” 


Gets Hotel Account 


Albert Frank-Guenther Law, Bos- 


ton, has been appointed to direct 
advertising for the Poland Spring 
Hotels and Poland Water, Poland 
Spring, Me. 
Set Joint Convention 

A joint convention of the Mail 
Advertising Service Association 
International and the Direct Mail 


Advertising Association will be held 
in St. Louis Oct. 4-9 at Hotel 
Statler. 


RADIO TUBES 


attracts 


¥ 
* 
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in one piece 


“balancing act’ that 


from ‘way across the store... a 
perfect three-dimension facsimile of your 
cans or cartons, stacked six high or more, 
and topped with a colorful sales message! 


Can't tumble down 


space and does not obstruct light or view 
Speeds up stock turnover for your dealer 
and for you, at the point-of- purchase! 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 S. Wabash Ave., Chicago, Illinois 


Here is a 


the eye to your product 


the entire stack is all 
Takes little counter or window 


es Mas 


Phone CALumet 7200 


potentially | 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
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For Victory Gardens 


Recognizing the opportunity] 


offered to hardware dealers this 
spring in the Victory Garden move- 
ment, Union Fork and Hoe Com- 
pany, Columbus, O., has prepared 
two booklets, “Tools for Your Vic- 
tory Garden,” and “How to Make a 
Victory Garden,” which will be dis- 
tributed principally through seed 
and hardware 


dealers. t 
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| TWINNIPEG 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


dl 
‘Moves to New Offices To Yankee Writing | ~~ 
Robert Hitchings & Co., news- Pioneer Farm Dairy, Bla Ha! 
| paper representative, has moved its! Conn., has placed its accou we 
Philadelphia office to 12 S. 12th) Yankee Writing Service, Gv 0! 
street. | Conn. 
MONTREAL | 
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ADVERTISING AGE 


Admen in the 
Armed Forces 


Henry Kress, president, Associa- 
tion of Advertising Men, New York, 
has enlisted in the Army Air Corps 
as © flying cadet. He was formerly 
wit) G. E. Hatch agency and Mc- 
Gra v-Phillips, typographer. 

Donald K. Morrison, head of the 
Chicago agency bearing his name, 
has been called for active duty with 
the .taff of the Sixth Corps Area in 
Chicago. He’s Major Morrison now. 
The agency’s accounts will be 
handled by J. R. Hamilton Adver- 
tisirg Agency, Chicago, for the 
dure tion. 

Hughlett Hellyday, Jr., general 
advertising manager of the Daily 
News, Dayton, O., has been com- 
missioned captain in the Army Air 
Com nand Service. 

Major Ernest J. Shellman, editor 
and publisher of the Herald, Oconto 
Falls, Wis., has received orders to 
report for duty to the quartermaster 
replacement center, Camp Lee, Va. 

William T. Pickering, president, 
Heintz, Pickering & Co., Los An- 
geles, is on active duty with the 
Coast Guard Patrol in Los Angeles 
harbor. 

First Lt. Arthur J. Bamford, who 
served as circulation manager of 
Bakers Weekly before he entered 
active Army service several months 
ago, has been made a gunnery in- 
structor at Ft. Knox, Ky. 

Julian P. Van Winkle, Jr., adver- 
tising manager, Stitzel-Weller Dis- 
tillery, Ine., Louisville, has donned 
the khaki as a buck private in the 
armored division of Uncle 
military forces. 


Sam’s 


Honor 25-Year Employes 


The Eagle - Tribune 
Company, Lawrence, 
lisher of the Lawrence 
and Evening Tribune, 
and Rogers Company, 
tion WLAW, recently 
executives and employes 
completed more than 25 
ervice with one or 
ganizations with signet rings at a 
dinner. The dinner marked the 
74th anniversary of the Eagle, the 
52nd of the Tribune, and the fifth 
f WLAW 


Publishing 
Mass., pub- 
Daily Eagle 
and Hildreth 
owner of Sta- 


who had 


more of the or- 


A. M. Brayton Retires 

A. M. Brayton, formerly publisher 
of the Wisconsin State Journal, 
Madison, has retired because of ill 


health, and will carry the title of 
editor emeritus Don Anderson, 
business manager and_ associate 


publisher since 1933, has 
named publisher and managing edi- 
tor, and Roy L. Matson has been 
named editor. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. A — 


Photo-engravers in Chicago 
20) North Michigan Avenue 


FRANKLIN 
} 5054 wy 


presented 23 | 


years of | 


been | 


FOR REPAIR 


“Im a Small Business Man’ 
in a Mighty Big Business!” 


| 


—_ CELOTEX 


Celotex Corp. has adopted a new copy 
theme emphasizing repair and improve- 
ment of homes without resorting to crit- 
ical materials curtailed by war produc- 
tion. This full page will appear in March 
issues of six national magazines. Mac- 
Farland, Aveyard & Co. directs the 
account. 


Celotex Begins 
Improvement and 
Repair Campaign 


Chicago, Feb. 26. 
tailment of materials, 
many repairs and improvements 
which owners can make on their 
homes, Celotex Corporation points 
out in a campaign breaking in 
March magazines 

Celotex employs full pages to 
remind home owners of repair and 
remodeling possibilities, particularly 
where the additional space might 
make possible the housing of war 
workers. On the list for March are 
American Home, Better Homes and 
Gardens, House Beautiful, House 
& Garden, Sunset and Time. 

Headlined “I’m a small 
man in a mighty big 
copy leads off with 
a contractor, “ 
earning more 


Despite cur- 
there are still 


business 
business!” 
a folksy talk by 

. many of you are 
money than you've 
earned for a long time. Naturally 
you’re worried about what to do 
with it and how long it will last... 
nothing can hurt you—as long as 
you have your job—and own your 
home. .. What shape is your home 
in today?” 

The defense angle is presented in 
a line referring to added income 
from housing defense workers. 
“Would you like to add to your in- 
come by housing a war worker? 
Don’t hesitate just because building 
has been curtailed. There are many 
improvements that you can make 
without using the critical materials 
needed in time of war.” 

This series of advertisements will 
be followed by four-color copy 
showing rooms demonstrating spe- 
| cific Celotex repair and improve- 
i} ment jobs. MacFarland, Aveyard & 
Co. is the agency. 


Bureau of Advertising 
Issues Sales Card Set 


The second set of four sales 
cards, each promoting newspaper 
advertising as a dealer support, has 
been prepared by the Bureau of 
Advertising, American Newspaper 
Publishers Association, for local 
distribution by its members 

The new cards emphasize that 
big news in the headlines means 
more careful reading of newspaper 
ads by more people; that the ad’s 
value is heightened by wartime 
conditions; and that newspaper 
copy is uniquely fitted to local 
situations. 


Launches Ad Art Center 


National Advertising Art Center, 
New York, with headquarters in the 
Graybar bldg., has been set up as 
a clearing house for free lance com- 
mercial artists. 


_|ILINOIS? 


'R ach a big chunk of 
it hrough the 
D! CATUR station, 


@ 


20 W. 
Sears & Ayer, Reps., 
Local help given. 


ee agtiter 7 


Mie, — 


special centennii i ele- 
brating the founding of its publish- 
ing organization, A. H. Belo Cor- 
poration. 


Housing Agency, 
Other Mergers 
Are Ordered 


Federal Loan Agency 
Abolished, Farm 
Groups Combined 


Washington, D. C., Feb. 25.—Con- 
version of the government itself to 
a war footing was set in motion this 
week through issuance of three ex- 
ecutive orders by President Roose- 
velt which merged 16 housing 
agencies under a single organiza- 
tion, abolished the Federal Loan 
Agency and relegated most of its 
duties to the Department of Com- 
merce, and gave legal recognition to 
changes already instituted within 
the Department of Agriculture. 

Chief feature of the move toward 
streamlining the government to 
meet war conditions was the crea- 
tion of a National Housing Agency. 
Its $12,000-a-year administrator, 
upon confirmation by the Senate, 
will be John B. Blandford, Jr., for 
two years assistant director of the 
Budget Bureau and previously gen- 
eral manager of Tennessee Valley 
Authority. 

Replacing the 16 housing agencies 
or parts of agencies abolished by 
the order will be three divisions of 


NHA, known as Federal Housing 
Administration, Federal Home Loan 
Bank Administration, and Federal 
Public Housing Authority Com- 
missioners heading activitie in 
these fields will continue as divi- 


sion heads 
Fewer Field Offices 


Roosevelt acknowl- 
edged in making the housing merg- 
er that there has been much dupli- 
cation and conflict among the vari- 
ous agencies in the housing field 
One of the chief effected 
by the move will be in consolidation 
of field offices 


President 


Savings 


Thousands of 


em- 
ployes, including numerous press 
agents, will be released for war 
work as a result of the consolida- 
tion. 

Liquidation of the Federal Loan 
Agency, of which Jesse H. Jones 
has been administrator, will alter 
government lending activities only 


to the extent that those in the 
housing field are transferred to 
NHA. As Secretary of Commerce, 


Mr. Jones will continue to 

the Reconstruction Finance 

ation and allied agencies 
The shakeup in 


direct 
Corpor- 


merely confirms steps taken by 
Secretary Claude Wickard § soon 
after Pearl Harbor. Newly-created 


divisions are the Agricultural Mar- 
ket Administration, Agricultural 
Conservation and Adjustment Ad- 
ministration, and Agricultural Re- 
search Administration. No employes 
will their jobs as a result of 
the merger of farm agencies, but 
many will be re-assigned 


lose 


Conducts Job Survey 
Into Radio Field 


A survey of employment 
bilities and requirements 
in the radio field is now 
ducted by the _ Illinois 
Executive Committee, 
Mrs. Anne B. Zinser, 


POSSI- 
for women 
being con- 

Women’s 
headed by 
general chair- 


man, 140 S. Dearborn street, Chi- 
cago. 
The results of the survey, which 


will be similar to other 
ducted in other employment fields, 
will be disclosed March 26. The 
organization will hold a free job 
clinic after the results are estab- 
lished. Judith Waller, public serv- 
lice and educational director of the 
central division of the National 
Broadcasting Company, heads the 
radio survey. , 


studies con- 


1340. Full Time. | To Hail Centennial 


The 100th anniversary of the old- 
est business institution in Texas will 
be observed April 11, when the 
Dallas Morning News publishes a 

centennial edition cele 


Agriculture 


Hart, Shaffner 
Reports Doubled 
Earnings for ‘41 


New York, Feb. 25.—In his annual 


letter to stockholders of Hart, 
Shaffner & Marx, Meyer Kestn- 
baum, president, expressed confi- 


dence in the future of the company, 
although warning that “it is inevit- 
able that the company will be af- 
fected by the uncertainties and 
difficulties which all civilian econ- 
omy must face while the nation is 
engaged in a great war.” He called 
attention to the recent OPM ruling 
Which limited the amount of new 
wool available to the civilian por- 
tion of the industry, and said that 
it was impossible to determine the 
full effects of the ruling 
ent time. 

Mr. Kestnbaum 
port, however, 
& Marx earned 
1941 as in 1940. 
ending Nov. 30, 


at the pres- 


was able to re- 
that Hart, Shaffner 
twice as much in 
For the fiscal year 
1941, the company 
earned a profit of $381,070.76, as 
compared with $160,732.27 for the 
preceding year. 


Columbia Broadcasting 
Net earnings for 
Jan. 3, 1942, were $4,800,000 com- 
pared with $5,006,600 for the 52 | 
weeks ended Dec. 28, 1940 
Chicago Mail Order 
Net income for the year ended 


Jan. 2, 1942, was $400,402 compared 
With $313,304 for 1940. 


General Outdoor Adv. 

Earnings for the year 
31 were $1,123,243, 
$1,030,084 for 1940 


53 weeks ended | 


ended Dec. 
compared with 


Atlantic Refining Co. 

Earnings for the year ended Dee. 
31, 1941, were $14,348,000, compared 
With $6,217,453 in 1940. 

John Morrell & Co. 

Net sales of the 

ness aggregated 


American. busi- 
$121,697,637 for 


1941, compared with $99,361,767 for 
the previous year. 
Caterpillar Tractor 

Earnings for 1941 were $7,784,483, 
as against $7,839,117 for 1940. 
Cook Paint & Varnish 

Earnings for the year ended Nov. 
30, 1941, were $669,227, compared 
with $581,607 in the preceding year. 
Liggett & Myers 

Net earnings for the year ended 
Dec. 31, 1941, were $17,850,460; in 
1940 they were $20,339,241. 


CASTLE 
MARES J MOVIES 


CASTLE 
‘GETS THEM SEEN! 
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CASTLE FILMS 


B RCA BLDG. FIELDBLOG. RUSS BLDG. : 
B NEWYORK CHICAGO SANFRANCISCO g 


VER THIVK 


production. 


Represented 
nationally by the 
Branham Co. 


rates . 


ae 


fwins ' 


Along the teeming Gulf Coast of Texas, powerful 

Twin stations serving wealthy Twin markets await 
, your proposal. In Houston—KNYZ, and in Cor- 
pus Christi —kKRIS, you have the only combina- 
tion blanketing Texas’ fast-growing metropolitan 
centers situated in the areas nature geared to war 
Today, 
cotton, live stock, farm produce and the finished 
products turned out by great Gulf Coast indus- 
tries are in demand by a country at war. Here, 


there are no plant conversions, no lay-offs. 


If you are advertising and merchandising a prod- 
uct in Texas, 
the attractive 


yes, and all about the unique Twin 


merchandising program we have instituted. 


When the Twins tell it — You sell it! 


I) WARRYING 


more than ever before, oil, 


drop us a line. We'll tell you about 


money-saving Twin combination | 
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ADVERTISING AGE 


March 2, 1942 


Band Leader Asks 
$50,000 for Use of 
5 Jell-O Chords 


New York, Feb. 26.—Claiming - ane 

sa 3 ; “ad . | Out his permission. Both the . 
ownership of the five familiar se show and “The 
musical notes used to spell out Temeie” aie alien om tn 
J-E-L-L-O at the beginning of each Red scoitnciail , 
Jack Benny broadcast, orchestra In addition to the $50,000 
leader Don Bestor today filed suit Bestor asked for 


in New York supreme court seeking 
$50,000 damages. He named Jack 
Benny, General Foods Corporation, 
Young & Rubicam and National 
Broadcasting Company as defen- 
dants. 

Mr. Bestor asserted he composed 
the “fragment consisting of five 
musical chords” and conceived its 
use as an advertising “emblem and 
identifying mark” for General Foods 
and its products. His complaint 
charged that the defendants “con- 


merly 
Union 
Bloomfield, N. J., 
general sales manager. 
Thomas Floyd-Jones, 
Feb. 1. 


verted this fragment to their 
use and profit in conjunction with 
the Jell-O radio program.” 


Enter General Denial 


The orchestra leader, 


ago for one. season, 


trial. The defendants 


Heads Union Sales 


Frederick O. 
assistant 


Robbins, Jr., 
sales 


who 
peared on the Jell-O program seven 
years 
claimed that the same “fragment” 
has been used by General Foods on 
its “Aldrich Family” program with- 
Aldrich 
NBC- 


an injunction re- 
straining the defendants from using 
the five chords pending outcome of 
the 
entered a general denial. 


manager 
Pharmaceutical Company, | 
has been named 

He succeeds 
who resigned 


Ss CHICAGO + SUPERIOR 8300 © 


DISTRICTS 


(RACIN 
MADISON 


SPRINGFIELD 


WMAQ than any 


have the best ? 


*Population concentration 100,000 or more. 


CHICAGO KEY STATION OF THE FAMOUS NBC-RED WET 


YOU COVER NINE METROPOLITAN 


IN ADDITION TO 


CHICAGO WHEN YOU USE WMAQ 


E+ KENOSHA) 
ROCKFORD 


(DAVENPORT + ROCK ISLAND + MOLINE) 
PEORIA GRAND RAPIDS DECATUR 


SOUTH BEND 


These 9 metropolitan districts* in addition to 
Chicago—the second largest market in the 
United States—lie within the primary listen- 
ing area of Station WMAQ. 

The people living in all of these markets — 
according to a recent survey —listen more to 
WMAQ than to any other Chicago station — 
just as residents of Chicago listen more to 


other station. 


There are only 140 metropolitan districts 
in the entire country, so covering 10 of them 
effectively with one station is an advertising 
opportunity of no mean importance. 

Information about these 10 metropolitan 
centers and all the remaining territory cov- 
ered by WMAQ will be sent you upon request. 

Why be satisfied with less when you can 


WORK— REPRESENTED NATIONALLY BY NBC SPOT OFFICES IN 


x 


WeW YORK - BOSTON - CHICAGO - WASHINGTON - CLEVELAND 


DENVER - SAN FRANCISCO - HOLLYWOOD) 


Chains to Carry 


Injunction Suit 
to Supreme Court 


|B. Britt, 


New York, Feb. 24.—Their plea 
for an injunction restraining the 
Federal Communications Commis- 
sion from enforcing its monopoly 
rules having been dismissed by a 
federal court of appeals, National 
Broadcasting Company and Colum- 
bia Broadcasting System today de- 
cided to carry an appeal to the U. S. 
Supreme Court. 

Last week’s three-judge decision 
turned down the network com- 
plaints on the ground that the court 
lacked jurisdiction to review the 
case. Under a previous agreement 
between FCC and the networks, the 
monopoly rules were not to be 
enforced until 10 days after the 
court’s decision. The Supreme Court 
appeal will again indefinitely stay | 
the monopoly regulations. 


DELAY ANTI-TRUST SUITS 


Chicago, Feb. 


| 


24.—With govern- | 


ment attorneys in agreement with | 


counsel for both NBC and CBS, a 
new delay has been granted in the 


filing of formal answers to anti- C. K. Penge 


trust charges against the broadcast- 


ing companies, first lodged in U. S.| K. Bloomingdale, ren Philadel- 
district court here Dec. 31 by Daniel | phia advertising executive and for- 
the | mer president of the Poor Richard 
/ Club, died here yesterday following 
time limit | 


special assistant to 
Attorney General. 
One extension of the 


for replies set the date back to Feb. 


25, and new stipulations were ar-|W. G. ST. CLAIR 


ranged this week extending the date 
to March 27. 


Business Papers 
Issue Wartime 
Advertising Guide 


New York, Feb. 25.—By speedily 


| 


CALVERT RESEARCH 


The Institute where Whiskies 
get a Post-Graduate Degree 


Calvert 


The Institute of Blends 


Calvert Distillers Corp.'s “schooling” of 
fine whiskies is recounted in this new 
copy, marking the start of the company’s 
first institutional drive. Advertisements 
are to appear monthly in magazines, 
business and financial papers. Lennen & 
Mitchell directs the account. 


Philadelphia, Feb. 


a heart attack. He was 73. 


Barclay Adopts 
a = - =,f 

New ‘Visikit 
for Salesmen 

Detroit, Feb. 26. — Continueg 
strong advertising support during 
1942, with schedules to fit expanq. 
ing distribution, and a new © \jgj. 
kit” selling easel were outline: be. 
fore district managers and re. 


sentatives of James Barclay & (Co. 
Ltd., at a recent two-day «ales 
meeting of the Detroit distille 

The easel, developed by Bar. ay’; 
agency, Brooke, Smith, Fre: & 
Dorrance, is a new departure jy 
whisky sales manuals, accordi:g ty 
Ross Corbit Barclay, vice-pres den; 
in charge of monopoly states. [t jg 
the result of several months of ‘ielq 
work, during which the com jan; 
drew freely upon the exper ence 
and suggestions of the sale men 
themselves. Closed, the kit pr eas. 
ures only 10% x 14 inches, aid js 
only an inch thick. Open, it can 
be set up on the edge of a de x or 
bar, and the Barclay salesman cap 
go through its entire contents with 
a customer or prospect in less thar 
15 minutes. 

The entire “Visikit’” story is told 
in cartoons and photographs, wit! 
large headlines and short, simple 
text. There is no description of 
manufacturing processes, no talula- 
tion of sales figures, no chart an- 
alysis of buying habits. Instead. thy 


|easel emphasizes the fact that th 


Philadelphia, Feb. 25.—William 
G. St. Clair, 83, former agency head 
who retired eight years ago, died 
here Feb. 19. He was associated 
with N. W. Ayer & Son before be- 
coming a partner in the St. Clair 
and Edwards Advertising Company. 
In 1909 he formed his own agency, 
which was closed eight years ago. 


transmitting useful information to | H. A. YOUMANS 


the right people, business paper ad. | 
|vertisers and editors share an op- 


portunity to serve their country, 
their customers and themselves, As- 
sociated Business Papers pointed 
out this week in issuing a new man- 
ual, entitled, “Guide to 
Advertising.” 


The loose-leaf compilation shows \ aide of C 


examples of advertising that illus- 
trates an understanding of how “to- 


day’s conditions have _ increased 
rather than lessened the need for 
useful, informative and _ specific 


business paper advertising.” From 
time to time ABP will issue addi- 
tional case histories. 

Some of the points demonstrated 
in the manual are: that useful busi- 
ness paper copy is read even more 
intensively in wartime than during 
normal times; that platitudes, boasts 
and unsupported claims are a source 
of irritation to readers; that busi- 
ness paper editorial and advertising 
columns offer new opportunities to 
talk to specialized groups of readers 
and prospects. 

Copies of the guide may be 
secured on request from ABP head- 
quarters, 369 Lexington avenue, 
New York. 


Chlorinated Rubber 


Stocks Frozen 


All stocks of chlorinated rubber, 
except those going into certain 
specified uses, have been frozen by 
the War Production Board, prepara- 
tory to requisitioning or diversion 
into war production. Only uses 
exempt from the freeze order are 
paints for application where resist- 
ance to corrosion is necessary, flame- 
proofing of military fabrics, tracer 
bullets, adhering rubber articles to 
metal, and electrical insulation. 

Chlorinated rubber has been 
under a monthly allocation system 
since Nov. 1, 1941, and none is now 
going for non-military purposes ex- 


|cept that acquired by the user be- 


civilian 
include 
and treatment 


fore that date. Principal 
uses banned by the order 
bottle cap closures, 


|of fabrics, papers and printing inks 


for grease-proofing and to increase 
resistance to chemical action. 


Fecke Joins McGivena 


George L. Fecke, formerly vice- 
president of Mackay Spalding, New 


| York, has joined L. E. McGivena & 


Co., New 
tive. 


York, as account execu- 


Waukesha, Wis., 
A. Youmans, 47, 


Feb. 25.—Henry | 
editor and pub- 


|lisher of the Waukesha Daily Free- 


“Happy” 


|served as president of the club and 


Dd. G. 


Wartime | 


man since 1930, died Feb. 20. 


SHERWIN 
San Leandro, Cal., 
ld G. Sherwin, 


Feb. 25.—Don- 
vice-president and 
aterpillar Tractor Com- 
| pany, died Feb. 11 at his home here 
after several years of ill health. He 
joined the company in 1934, later 
directing its advertising, sales and 
treasury departments. 


EDGAR R. BEAN 


New York, Feb. 25.—Edgar R. 
Bean, news editor and assistant 
managing editor of the New York 


News, died Feb. 22 shortly after he 
was stricken in the editorial offices. 


W. H. COUSINS, SR. 

Dallas, Tex., Feb. 25.—Walter H 
Cousins, Sr., 63, publisher of the 
Southern Pharmaceutical Journal 
and former president of the Na- 


tional Association of Retail Drug- 
gists, died Feb. 6. 


H. P. COMSTOCK 

Kansas City, Mo., Feb. 25.—H. P. 
Comstock, 55, executive 
secretary of the Kansas City Adver- 
tising Club for the past ten years, 
died here Feb. 14 following an ap- 
pendicitis operation. He also had 


at one time was a partner in the 


| packaging, 


advertising novelty manufacturing | 
company of Comstock and Bolton. | 


WSYR Joins NBC; 


WAGE Takes Over Blue 


Station WSYR, Syracuse, has 
given up its Blue Network affilia- 
tion and has become a basic affili- 
ate of NBC-Red. The shift became 
effective March 1. 

The Blue Network Company will | 
be served through WAGE, Syracuse, 
which has been a Mutual Broad- 
casting System outlet for several | 
months. Whether or not MBS will | 
continue with WAGE has not been 
announced. 


To Alley & Richards 

Carroll N. Jones, Jr., formerly 
with the Harry Watts Art Studios, 
New York, has joined the art de- 
partment of Alley & Richards Com- 


pany, New York. 


|! whisky business, like many anothe 
|industry, is 


suffering from con 
fusion resulting from the presenc 
of too many brands on the market 
and that the answer for the deale 
is to concentrate on a smaller num- 
ber of large-volume brands. 


Uses Photographs 


The advantages of handling the 
products of a _ large, long-estal 
lished distiller are emphasized | 
homely illustrations from _ othe 
fields. Barclay’s resources and ex- 
perience, the copy states, mea 
more efficient production, _ bette 
higher quality, greate 
uniformity, more consistent promo- 
tion. 

One feature of the kit is full-cok 
photographs of the various Barcl: 
brands, and space is provided f 
salesmen to insert standard &x! 
photographs of actual bar or liqu 
store displays in their own ter! 
tories. 

Corby’s Special blended whisk 
newest addition to the Barclay lin 
is featured in the presentation. Th 
famous Canadian name was re-l! 
troduced in Michigan last Octobe 
in a test campaign backed by 1,00 
line, two-color advertising in new 
papers. By December, Corby’s Sp¢ 
cial had set a sales record for new 
listed brands in a similar market 
ing period. Since that time, sale 
and advertising have been extende 
to other key states. 


To Evans Associates 


Kellogg Switchboard and Supt 
Company has appointed Evans A: 
sociates, Chicago, as advertisini 
agency. 


SPOTCASTING 


BUILDS MORE SAL‘S 
.. AT LOWER COST! 


More money f° 
the HOT SPO’ . 
Nothing wasted on 


the DEAD’ SPOTS 


Special attention to 
the TOUGH SPOTS 
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ADVERTISING 


LANE SIGNS UP WITH THE BLUE NETWORK 
ay 
“Yt 


Putting his signature to the contract which made WAGE, Syracuse, a basic 
affiliate of the Blue Network effective March | is William T. Lane, executive 
vice-president and general manager, and former agency head. Witnesses are 
John H. Norton, Jr., Blue Network station relations manager, and Frank G. 
Revoir, president of Sentinel Broadcasting Corp., owner of WAGE. 


TWIN CITY BREWER TAKES TO OUTDOOR 


) REMEMBER 
PEARL 


7% rg 


With local newspapers taboo on beer and liquor advertising, Minneapolis Brew- 

ing Co. erected this animated display in the downtown area. Free theater tickets 

were offered to those lucky enough to guess how many miles the rider covers 
each 24 hours on his 12-foot front wheel bike. 
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CASE PAYS TRIBUTE TO FARM IMPLEMENT DEALERS 


Lone Light in Antioch 


pe och was dark, silent. Its few hundred inhabi Antioch all ower America. The implement dealer is 
ts were asleep. The last filling station was closed, 15,000 men who earn their living by making American 
ast electric sign turned out on the main street agriculture the greatest om earth, the Amerwan farmer's 
¥ ot one place in town a buslcing more pra, aveng the best on the world. He is delivery bov, mechanu 
. wretemtious, ight streamed from a driveway merchant. meawonary. The light ‘that streams from hes 
“ was the unplement dealer's store, and a was dows shows the way to ewer more modern methods. The . 
aa madhines he sells and services brdge the chasm between 
hi had been abed. Ever snue dawn he had been os tentific descovery and practical farming 
oe ot reper parts and supplies, riveting serrated Ome of these 15.000 dealers » vour neyghber um your 
eet nm sickles driving actos townships to show new oo8N Antoch He represents the hard work and the help 
own ombines the fine points in saveng clusve fulness. the free enterprise and independent mitrative 
werd ~ he roused at a heavy knoek on the door of which bush the America we now fight to preserve. He 
“ «. From te far side of the county, after late asks no financ sng from hes customers: rather he helps 
mlb ad come a farmer. In his car were broken reel finance them purchases. Me asks no subsidy from gow 
and d canvas, sabotaged by a forgotten bunclPof ernment; rather he pays he full portion of taxes for is 
dmx » fence wire hedden im high gram. And « the support. lp the hour of national cress he doeshis utmost . 
gh od again as bolts and dvets bound new partsto to supply Tou with the new machunes you need, to make 
» ¢ a machine ready for another dawn, ready the bew of your ald equipment. You can count on ham 
© 


harvest for a farmer, food for the nations to keep the light burnmg in Antioch 
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“eraldic, the farm implement dealer as an “ordnance officer of the food front,” 
* |. Ca. Co. uses this copy in the Midwest Farm Paper Unit to recognize his 


copy also hails Case's 100th anniversary. The Case account is directed 
by Western Advertising Agency. 
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This is one of a dozen victory displays designed and produced by W. L. Stens- 

gaard & Associates, Chicago, and given their first showing in the block-long 

windows of Stix, Baer & Fuller, St. Louis department store. The series, called 

“We the People—at War," was created to give the public a better understanding 

of the cooperation needed in the war effort. Future showings have been booked 
in leading stores of other cities. 


HOW ACME ADOPTS WAR THEME FOR POSTERS 


General Foods Sales Co. is first in the 
field with a cola dessert, this full-color 
advertisement tells consumers in The 
American Weekly for March |. Pre- 
vious cola copy was carried in the same 
magazine two weeks ago in Eastern and 
Central areas only, where distribution 
had been completed. Young & Rubicam 
is the agency. 


Joseph Binder, well-known artist, designed this 24-sheet poster for Acme 

Breweries, San Francisco, publicizing not only the company's radio program but 

the war effort and defense bond drive. It is currently being used on the 
West Coast. 


AIDS CONSERVATION 
"ON THE JOB" SKETCHES ENLIVEN DISPLAY 
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>, WITERRATIONAL CORRE SPONOENCE SCHOOLS 
Artist John Milligan designed this full- — —_ 
color poster for the Mead Corp., as its 

contribution to the waste paper saving 
drive. It won the enthusiastic approval 
of the OPA paper and paper products 
section. Mead offers reprints to those 

interested in displaying the appeal. 


-« 


Jay Weaver, New York commercial artist, went direct to aviation plants for typical 

scenes shown in this new three-panel window display for International Cor- 

respondence Schools. The display is one of a new series reproduced in four colors. 
N. W. Ayer & Son is the agency. 


"“THINKAMERICAN" POSTERS IN PLANTS AID VICTORY DRIVE 


PEARL HARBOR 
i VALLEY FORGE 
tak 


do without 
ss Conveniences 
x o America 
an hase 
tools 6 am 


ANY SACRIFICE WE 
MAKE NOW IS SMALL 
COMPARED WITH THE 
ONE THEY MADE FOR US. 


Typical of the graphic posters prepared by Kelly-Read & Co., Rochester, for current use are these three displayed in almost 

5,000 plants and business organizations from coast to coast. The series, called ‘ThinkAmerican,” started nearly three years 

ago when a group of Rochester executives sought an educational program to combat subversive forces in their plants. 
Now executives and employes themselves send in most of the ideas for the posters, which are changed each week. 
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Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los 
Angeles, Memphis, New York, San Francisco, St. Louis, Seattle 
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ARMING OUR HOME FRONT 28/42 
th 
S ste 
no 
Lady, Can You Spare : 
cel 
j ? t 
A Piano? - Or the Story 
. | 
Of Two Soldier Boys ; 
in 
s mi 
* . me 
Lads from Rantoul Aviation Camp ; The La dies cou | d 1 a n OS / re 
+42 a a 
Waiting for Your Phone Calls Today 
By Mrs. Gudrun Alcock It seems that Mrs. Alcock was in the USO Center that p 
Women's Editor of The Chicago Sun. Tuesday, doing her bit on the home front, when Privates Bud a 
— P ae vides ” , ae 
Believe it or not, there are two very earnest young army aviation Chesshir and Bill Frentz, of Chanute Field at Rantoul, came in rs 
: iti ? rec 
students sitting at the telephone right in my office, waiting for a call ; : ager ‘ 
from you. And there are three big khaki army trucks lined up for a little advice. Their squadron had a recreation room, but 
downstairs, bo ape: go! ( hi ‘nit. So the | : ich; dj , r 
And here’s why! ‘ | . -_ — adr “ . 7 : 
Sastesdae, while I was visiting the Service Men's Center, Pvt. not lng in it. So the JOYS In the squ idron all C luppe Ina piece : 
i , j ‘ * ’ 0 
senegal yA tp Bo Sid of paycheck, and sent Messrs. Chesshir and Frentz to town, so the 
Oo , ® bl 4 
j ir h 1ders: 3 . . re 
oe y sas cee fx ik Southwest p | to speak, to buy something to recreate with—but cheap. ph 
hand and a troubled expression Your Turn to Bring 's 2 —_ os si i ; lacssie: dhe ai _ 
on his face. Of course I listened : Strangers in Chicago, the boys dropped into the USO to get 
in on his problem, and before he Cakes to Soldiers .. ; ; ‘ 
had gone far, I had fully decided Wide te Ce Cian Gent a line on some reliable second-hand stores, and met Mrs. roll 
that here was our Home Front a ° t ill » \ me! 
— No, 6, made to order Oe tae cee one of) , Alcock. It must have been fate. dar 
Us. , iers ilors arines, de- ° , . ° voc. 

This assignment is one that we | [tre Rallony a4 and cookies } oS Because Mrs. Alcock is Women’s Editor of The Sun. She ig 
will feel grand about doing, and baked in the homes of Rock rom st ; : ; 
we must do it immediately. Here Island and New York Cen- ¥ knew that ifSun readers knew about the recreationless recreation itt 
is the story: aa tral commuters. ‘ ‘ 4 d Id 
They Came Shopping. C'mon you La Salle Street cf : room, the squadron wou Save some scratch. 

These two young men came to Station folks! 300 boxes of Ps : pe ; ' E 
Chicago to buy second-hand fur- goodies are needed this Fri- $3 . Having heard that The Sun was a good want ad medium, ’ 
niture for the recreation room of day and ene to — r ‘ use 
their squadron, and were author- all those boys from our loca e% — } ee a ‘ a = ad—w i Se Seer _ ~ e but 
oe cae teak an ak te naval and military posts who |} Mrs. Alcock wrote a want ad—which is reproduced on the left. se 
squadron “kitty” for this pur- seek recreation an a ee ’ ‘ a are eae a 4 oe eet vo se the 
pose. This fund is made up en- the Service Men's Center. She didn’t try to save space with abbreviations as some want r 
tirely of assessments from the 300 boxes, left at e ° , a, nee ee ee a ; 
members of the squadron; a cer- cago Sun Booth in the La BL advertisers do, but shot the works—and got results! | 
tain percentage of every one’s Salle Street Station, will di ‘ ' ’ ers - | Z ae be If 
pay check is donated for the | match the generosity of last in In three days, Sun readers came through with 78 pianos, base 
good of the group. The original week's Northwestern fam- roo ; - ya 
purpose of starting the squadron ilies. in 20 phonographs and thousands of records, 26 radios, 18 floor Lea 
fund, however, was to have a All set? Got mom, sis or g ies ; pea 
sizeable sum of cash available in | Minnie ready with egg beater lamps, and a flock of miscellaneous furniture, books and games. a s 
case of emergencies. For instance, and mixing bowl? ¥ —_ to \ 4 J F 4 i . 4 ; 
if Tom Smith's mother becomes put your name and address S th; » Fie se some — ‘ n nde i wl 0 
suddenly ill he can borrow from on the package. Chanute Field sent some trucks dow n, a ended up t 
the fund to finance the trip home, . h s 4 ceewasals asertae . _ : 

ay enough stuff to furnish sixteen squadron recreation rooms. 
onal can repay his indebtedness been erected on Chanute Field. Tr ” tye ; i 7 ‘ A 
y Actually, they could use about 20 MORAL: 1) The Sun has readers with pianos to give away. ~ 
We All Can Help. pianos. And scads of radios. Jour 

It seemed a shame that these | The Victrolas or record players o\ The « —— ; . ane : ill s 
young men should have to give | need not be electric, but the boys | 2) The Sun has enough influence to get its readers to give on 
up hard-earned cash for grubby | have about 400 records and not a t's ie ade in 
furniture when almost all of us | thing to play them on. — aw ay planos, etc. 
could scrape up a few odd pieces ’ l You. ’  -— , ‘ A 
to brighten living quarters at | “e?™ pag Ag Ang makes it | Ple-¥ So if you have anything worthwhile to sell, just tell Sun .. 
Rantoul. ' ill : ; ° —s 

Here is the list just as it was | 5° ©asy aaer pot, eke on nothi readers about it, and you'll get action... No, Mrs. Alcock can’t Unel 
handed to me on a crumpled the pi eo, en in a 

re pieces of furniture you can furn a : - - ee ? - a 
piece of paper: spare. Give them a chance at | vi. write your ad; she is retained exclusively by the USO. be | 

a a — that shabby chair even if it is gre trin 

ables (large an a ' ; ; oe 

Ping pong tables. pegs tA ~ ay gue _— Pe P.S.—That box in Mrs, Alcock’s story about Cakes for Soldiers is 

Clamps for pool table cues Don't disappoint these young | 4: another story that’s something! Commuters were asked to bring in Sq 

Peas for pool tables men—for they are sitting hope- t 7 ¥ ; ve ; - : : 

Old light cords for lamps fully by the phone, ready to take fe) cakes for soldiers moving through Chicago's railroad stations: and in “a 

Checkerboards, etc. your name and address for the 6 days, a total of 585 cakes and parcels of cookies were received... — 

Lamps and shades pick-up. Call them today or to- | bro Aap a a rier eca: 

Pictures Ash trays morrow, and they will collect Cut yourself a piece in this Chicago Sun market! ello: 

Chairs Bookcases your gifts on Thursday, Friday | geri ear 

Games Radios or Saturday of this week. There's | cove 

Rugs Cards no danger of a saturation point | ¢j¢ 

Pool cues Waste baskets | being reached, for there are 16 pick 5 

Books Pool cue chalk | squadron recreation rooms to be = 

Tools Magazines furnished. The number is And- _UP iw 

Electric irons _—Victrolas over 4800, Extension No. 206. tion _ e | 

Pianos are needed not only for Come on, Home Fronters, let's nov nne 
the recreational rooms, but also | make ‘em rush at least three | oak o . lve 
for the three churches which have more trucks up from Rantoul! a ! tie 

oO Ses 
perature Is Subject of 3 BL | Ab 
‘ ’ ‘ \ ws < os 
CHI A 
on 
ba a a - . *- ° Sor 
The BRANHAM COMPANY, National Advertising Representatives eh 
. > Ui 
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